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GOLD MEDAL 
WINNER 


Metal Container Group 
P. Ballantine & Sons 


» « e e Canco customers 
win First and Second prizes 


(In Modern Packaging’s All-America Package Competition) 


with Canco-made containers 


SILVER MEDAL 
WINNER 


Metal Container Group 


Beech-Nut Packing Company’s 
Christmas Gift Box 


AMERICAN 


CAN COMPANY 
250 Park Ave., New York 











TWO MORE AWARDS ssc of Phoenix Metal Caps in the All Anerie 


Package Competition: Castilian Products Corporation Princess of Hollywood line, Abbott Laboratories 
Mineral Oil and Cod Liver Oil packages. This brings the total awards accorded users of Phoenix Metal 


Caps to twenty-one . . . twenty-one since 1932. ‘Those who strive for merit shall attain success.” 
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The 3 REDINGTON Machines for 


Cartoning “Bromo Seltzer’s” 3 Sizes 


r THE June, 1935, issue of MobERN 
PACKAGING, we said concerning the 
Bromo Seltzer installation, “All types of 
cartoning machines were investigated by 
the Emerson Drug Co. It is significant 
that three new Redington 
Loading Cartoning Machines were selected 
after a painstaking analysis, one for each 


Continuous 


size package.” 

How well they chose is confirmed by the 
Silver Medal award of the 1936 All- 
America Packaging Jury. It is additional 
recognition that Redingtons are “The Most 
Complete and Perfect Cartoner yet,” 
speedy, rugged, reliable . . . remarkably 
smooth and quiet. 

Equally gratifying has been the experi- 
ence of the manufacturers of Johnson & 
Johnson Gauze Bandages, Mum, Pro-phy- 
lac-tic Tooth Brushes, Pond’s Face Creams, 
Cutex and many other renowned products. 
Each of these installations are returning 
the original cost to their purchaser every 
year in lower operating costs. 

Redington makes other types of pack- 
aging machines, too . . . Cellophane Wrap- 
pers for products wrapped in plain or 
printed Cellophane, wax or glassine papers 


. . adjustable Carton Sealers for sealing 
solid or semi-solid products in glued end 


cartons . . . Envelope Fillers for profes- 


sional and sample envelopes . . . special 
packaging machines for such unusual 


packages as Listerine, Phillips Milk of 
Magnesia, and Lea & Perrins. Worcester- 
shire Sauce. 

Don’t handicap your plant with slow, 
inefficient machines or with machines un- 
able to cope with your special problem. 
Feel free to ask our Engineering staff for 


advice . . . without any obligation. 


F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, III. 


- 





“If It’s Packaging, 
Try Redington First” 


REDINGTON 


Contrnuous Lo ading 


CARTONING 


MACHINES 





Also Cellophane Wrapping, Carton Sealing 
and Special Packaging Machines 
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and Very COUraGeEOUs 


A A message from KVP, makers of Food Protection Papers and a i 
good grade of Bond and Writing Papers for office and school use. 


1936 - what? 


Will Fear and Worry get you down? Don’t let them, they are 
Killers! Wars and rumors of wars are their deadly weapons, 
political and economic uncertainties their fatal poisons. 


You are greater than anything that can happen to you. Faith 
and Courage will conquer all difficulties. 


Go forward, and be strong and very courageous! 


KALAMAZOO VEGETABLE PARCHMENT COMPANY 
PARCHMENT (KALAMAZOO COUNTY) MICHIGAN 
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SILVER RAY seme 


You may be looking for a box paper with COLOR, 
BRILLIANCE and EMBOSSING all in one. Well! Here 
is a combination of the three characteristics which 
make a really salable box cover. 

Why not send for the assortment of working sheets 
we have prepared and see for yourself how SILVER 


RAY looks on your new box. 


Hampden Glazed Paper & Card Co.-Holyoke, Mass. 










AWARD WINNER 


Fels-Naptha Soap Chips package 

receives first prize in the wrap- ae 

pings group of the 1935 All- 
America Package Competition 


Saas 











FELS-NAPTHA 


bytoureces. Teets NEW SOAP CHIPS 


Fels & Company score a double triumph! First by in- 
troducing the first and only Naptha Soap Chip. Second 
by receiving a major award for their new package. 
Two notable achievements—and the second one all 
the more impressive because this new container is 
Fels & Company’s initial experience with folding car- 
ton packaging. 

Pneumatic was privileged to work hand in hand with 
Fels & Company in planning the most economical 
production of this prize winning container. Once again 
Pneumatic demonstrated their ability to start with the 


PNEUMATIC 
oCALE 





ground work so necessary in developing a package 
which will meet with the approval of both sales and 
manufacturing departments. The Pneu-tite Wax Pack- 
age was the answer— incorporating a special pouring 
spout for added consumer convenience. This new pack- 
age is tight wrapped witha printed waxed-one-sidewrap- 
per, assuring extra product protection and eliminating 
the need for and expense of two separate wrappers. 


Another example of how close cooperation between 
the manufacturer and our engineering staff can produce 
the right package at a “lower cost per container.” 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Massachusetts (Norfolk Downs Station) 


Branch Offices in New York, 117 Liberty Street; Chicago, 360 North 

Michigan Avenue; San Francisco, 320 Market Street; Los Angeles, 

443 South San Pedro Street; Melbourne, Victoria; Sydney, N.S. W. 
and No. 41 Whitehall, London, S. W.1 


Vackaging Machinery 
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PERFECTION... 


. in width, thickness, temper... Acme 
Silverstitch stitching wire for fibre and cor- 
rugated boxes always does a faultless job. 


Its gleaming galvanized finish avoids rust 
stains. One-piece, 10-lb. coils save time. 
Faster, better stitching—clean, spotless 
boxes result. 


Ask for free 5-lb. test coil. State size used. 


STITCHING WIRE GIVES STRONGEST, SUREST 
JOINTS IN CORRUGATED AND FIBRE BOXES 


a 


¥ 


A 





ACME STEEL COMPANY 


GENERAL OFFICES: 2843 ARCHER AVENUE 


CHICAGO, ILLINOIS 
Branches and Sales Offices in Principal Cities 
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The Nations First Cellophane’ Printers 


Once more a MILPRINT pack- 


age has gained distinction for out- 


standing attractiveness of design. 


Distinctiveness is the kevnote of 


MILPRINT packages. The present example 
is typical of every MILPRINT job. Each is 
produced for a definite purpose — to sell, at low 


cost, a maximum volume of merchandise. 


ILWAUKE 


advertising specialties. 


As America’s pioneer in printed ‘Cellophane’ we 
have acquired a rich experience in developing pack- 
ages that click! ... Packages that sell! If you have 
a packaging problem, we can solve it for you. Our 
equipment is complete. Our staff of forty artists, 
specialists in package design, is at your disposal. 
Your request for information on any phase of pack- 
aging will receive our prompt attention. 


A complete service: Bags, transparent and paper; MILPRINT ‘Revelation’ bread 
wrappers; “Cellophane” and glassine wrapping material; lithographed boxes and 
cartons; lithographed displays; Presto-Pie-Pac and Presto-Cake-Pac packages; 
Sample material available upon request on every item. 


e PHILADELPHIA e 


ANGELES 
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1985 WINNER OF MODERN PACKAGING :. 
AWARD—Cooper Razor Kit, designed by i: “4 134 oO oO WN T O N 
Eleanore Groos, molded in Bakelite by ; 


Boonton Master Molders of Plastics. 


10 MODERN PACKAGING 


PLANT: BOONTON, NEW JERSEY 











T HIS year— The Cooper Razor Kit. Last year—the Encyclo- 

paedia Britannica bookcase, Proud? Certainly we're proud! 
Winning the Modern Packaging Award is a feather in any 
molder's cap. Now we've won it two years in succession — a 


double distinction: for no other molder has won it more than once. 


What's the story behind a prize-winning package? Is it90% 


inspiration and 10% perspiration? Or justthe reverse? Here's 


what we found: 


First, many hours were spent on the design, to assure a pack- 
age that would meet all requirements, yet be economical and 
practical to produce. We had models made, experimented 


with sizes and color combinations. Determined just what could 


be done—and what could not. Hours of time and effort, of 
course, but when the job was completed, manufacturer, dealer 


and user alike were pleased—and Cooper sales rocketed! 


If your sales need stepping up, if you need new dealers and 
users, a Boonton-designed-and-molded package may be the 
solution — just as it has been for many manufacturers. Why 
not find out—today? The same men who produced the Ency- 
clopaedia Britannica and Cooper jobs are at your service, 
without obligation, to give you the benefit of their training 
and experience. We, working together, might turn out another 


prize-winner for 1936—for your sales, as well as the package! 


MOLDING CO. 


SALES OFFICE: 30 CHURCH STREET, N. Y. C. 
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All-America Awards to American 
Coating Mills Cartons for Third 
Consecutive Year. 


Excellence of design and appearance is the 
basis of the All-America Awards. Master 
designers have taken care of the first part 
of this and the “appearance” part of these 
winning packages for the past three years 
has been the result of combining A. C. M. 
printing with A. C. M. clay coated board. 
Judges of Packaging contests and that final 
judge of all products—the great American 
consumer—have repeatedly shown their pref- 
erence for the “shelf appeal” of products 
packaged by A.C. M. Their brilliant printing 
surface, smoother whiteness and greater stiff- 
ness have proved of such outstanding value 
at the point of sale that an ever growing list 
of leaders of American industry are packag- 
snes _ products with A. C. M. Clay Coated 


A. C. M. Packaging is worth in- 
vestigating. Write or ‘phone us 
and a representative will call. 
A. C. M. has a complete staff of 
expert package designers ready 
to serve you. 


VISIT BOOTH 610 SIXTH PACKAGING EX- 
POSITION MARCH 3-6, HOTEL PENNSYYLVANIA, 
NEW YORK 


AMERICAN COATIN' 


New York City CARTON DIVISIO! 
22 East 40" Street Elkhart, Indiana # 
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CONTINENTAL’S BEER ann 


SALES 











INCREASED 


WHAT MORE COULD A NEW CONTAINER DO? 


To meet the need of an industry, Continental's scientists, en- 
gineers and designers drew upon their broad packaging ex- 
perience to develop this revolutionary new container for 
beer. The Continental Cap Sealed’tan, presenting many new 
advantages without sacrificing the best features of the bottle, 
indicates. the vast ities which enable Continental to 
serve anyone who is confronted by a packaging problem. 
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Standard C-T and D-S, 
* With-Knurl 


Stock: all standard sizes; in Gold. 
Red Lacquer, “4 J Lacquer, White 

: Coat, P & O or P & V liner, to 33 
M, M; Gold Lacquer, ae Coat, 

P & Oliner, 38 to 120 M/M, Btok 

9. Flat-Top With-Knurl, 

C-T and D-S 
Tools for 18 to 48 M/M, 53 to 63 


M/M, 70 to 89 M/M, B to G; & 
3 — No-Knurl, 


Tools for 24 to 120 M/M; * 
Part-Dome No-Knurl, 

* C-T — Tools for 24 to 48 
M/M, 53 to 70 M/M; * 

5 Half-Dome With-Knurl, 
Tools for 28 M/M only; * 
Full-Dome No-Knurl, 

* C-T — Tools for 18 to 58 
M/M, 63 to 70 M/M. Stock: 18 to 
33 M/M, Black Coat, P & V liner. 

6.0. = Full- mor With- 


Tools for oe Sand 51 M/M only; * 
7 Medium Deep C-T, 

¢ With-Knurl 
Tools for 28 M/M only; * 

8 Perforated C-T, Part- 

* Dome With-Knurl or 

No-Knurl 
Tools for 38, 48 M/M; * 
9 Perforated C-T, Fiat- 

* Top With-Knurl 
43,53 M/M, 48 M/M with cheese 
perforation; 

. Tumbler Cap 
Stock: 58, 73, and 63 to 75 M/M, 
White Coat, P & O lined. 

1 One-piece Vacuum, 
* With-Knurl, C-T and D- 
$S—Stock: 53, 58, 63, 70 
M/M,F, G;White Coat, Compoliner. 
12. Two-piece Vacuum, 
* With-Knurl, C-T and 
D- Sachs 38, Pry. 53, 56, 
63, 66, 89; 120'M/M, B, F 
to kK; Gold, Whire, Compoliner. 
12 Two - piece Vacuum, 
@. With Knurl, Cut-out 
Top, D-S— 5 oa and ‘“G" 
only, Stock: old) Compo liner. 

. Standard I-T— Domed 
Stock: 18 to 38 M/M, Black Coat, 
P&VorP &W Wliner. 

13 Standard 1-T—Fiat 
a. Top—Stock: 40 to 100 
M/M, Black Coat, P & WW liner. 


* “Capital’’ 1-T—Stock: 28 
M/M only; Black Coat, P&V liner. 
. “Coronet” I1-T 

Tools for 28 M/M only; * 

. “Squaretop”’ I-T 

Tools for 28 M/M only; * 
17. amnrceee” Medium 

Deep 1-T 

Tools for 20 M/M only; * 

1 Standard Round Me- 
g « dium Deep I-T 
, E Tools for 18 and 20 M/M,; Stock: 
Tt . a “ 20 M/M, Black Coat, F & B liner. 

Caps not normally stock items will be 
manufactured to order in various 
18 minimum quantities. Unsurpassed faci- 
| 3A lities for lithographed, colored coats, 
debossed and embossed caps avail- 
able. Also a complete assortment of 
lining materials for special require- 


SEND FOR A FREE WALL CHART get 


: ; 410 finish. 
HERE S a big, helpful ARIDOR Wall Chart (shown above in miniature) waiting here ene AMA eines 40-7) ane 0s 
Tob aE N'A-3 & Leo) ol ME d-3-} ole) of: 0 0) (Ms Co) a a eX MET-3 C-Loi oo) o MET ele MS ol 0 dol o¥-¥-1- Mo) Om OF. | ol @) oR Zo) 0 altos o oT or) follows: 18, 20, 29, 24, 28, 30, 33, 
aU ME ha BUS MR C-30UE-tamt- Weft. b eVol- ME dl- ME ob elo MMe) Mod Col-10bd- Mn acl-1 an 200 UE-1-) a'4- ME CoM of-T-1aN-ToAz-beltlel- EB Coyd 38, 40, 43, 45, 48, 51, 53, 58, 60, 
ctically every sealing job. Popular sizes kept in stock ready for immediate ship- $3 MINA 73 MAIN, Tosbler Ces 
eel bok ae-ba-MB Dole bLor-td-to W020 001 @) .Gbril-0 4-1 -> dol-} ol oLosel-TEb me lelole Mb eel -}¢.0 Melb ol MBE eME- WE ob Tema 'Z-bal-16 axes only. 
styles, sizes and colors, plain or decorated. Whether your needs call for ten thousand Standard letter sizes * S68, CG: BD, 
or ten million, you'll like the quick efficient service ARIDOR gives. Write for your 1,3, 71, 1, J, an 
chart NOW. Company stationery please ABBREVIATIONS: 
% = Not stock 
|-T= sonar —, C“double 


shell’’) 
T h C-T= ag Thread—GCA 
No. 400 finish 
D-S=Deep Screw—GCA No. 
450 finish. 
3428-40 West 48th PI hi a ee AT 
: & ulp an inylite 
wst : ace 1 Cc a g Oo F&B= Felt and Blackol 
P&WW= Pulp and White Wax 


7 
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For years printers have struggled with the problem 
of offset, with long waits to enable them to back up 
jobs, and with delays in getting finished press work 
to the bindery. Slip sheets on flat bed presses and 
traveling tympans on rotary presses have been con- 
sidered a necessity, although they result in reduced 
speeds, lost press time and often less than satisfac- 
tory printing results. Practically all modern high- 
speed presses are capable of greater production, but 
this production has not been fully available, due to 
make-shifts introduced to compensate for ink 
deficiencies. 

Inks called quick-drying have usually been in- 
capable of giving a clean, sharp impression. 

Such inks were merely old ink formulas doped and 
tortured to gain a questionable degree of faster dry- 
ing until they lost the qualities demanded by print- 
ing craftsmanship. 

Do Not Confuse Vaporin With Ordinary Inks 
With Vaporin The Research Laboratories attacked 
the problem in a fundamentally different way. They 
set up the objective not only of quick-drying, but 
also of better printing. 

The Vaporin process does not employ inks as the 
trade knows inks today. By vaporization, through 
the application of heat, the volatile part of the 
Vaporin is removed, leaving relatively dry solids on 
the surface of the paper. This produces a cleaner, 
sharper, more brilliant print. It eliminates offset, 
““dryback”’ and excessive penetration 


The Result of Research and Experience 


In keeping with a rigid rule, IPI made no announce- 
ment of Vaporin until numerous pressroom tests and 
production runs had established the efficiency of the 
Vaporin process for better printing. Vaporin has 
been in use in several pressrooms of large printing 
establishments, representing widely varying condi- 
tions and types of printing and speed demands. 


TRAPS DRY ON TOP OF SHEET - NO PENETRATION - NO OFFSET- NO CRYS! ALL 








The Research Laboratories have worked on the 
production of Vaporin, a principle developed and 
tested years ago, until it is possible today to manu- 
facture Vaporin on a commercial scale, resulting in 
more economical and better printing. 

We can assure the printing industry that Vaporin 
will produce results long hoped for by printers and 
never attainable with ordinary inks alone. 


What Is Vaporin? 
Vaporin is our name for a new process and our trade 
mark for the material used by the process. 

Vaporin is radically different in structure. The sol- 
vents, unlike those in ordinary inks, pass off rapidly 
by vaporization upon the application of heat, leav- 
ing the solids trapped and dry on top of the sheet. 
At ordinary pressroom temperatures, Vaporin is rel- 
atively inert and will not dry on the press. 

Vaporin dries in a split second upon the applica- 
tion of sufficient heat, or it may be allowed to dry 
at moderate speed in the pile. In each case offset is 
eliminated. This quick-drying feature makes the 
Vaporin process obviously advantageous to web 
press printing where immediate backing up 1s re- 
quired, and to continuous process printing where 
the paper must instantly pass through other fabri- 
cating steps such as folding, scoring, coating or 
cutting. Here are a few results of actual production 
runs: 

A magazine cover job was put back on the press and backed 


up within one-half hour. 


A sixteen-page Magazine signature in two-colors was 
backed up immediately on a web perfecting press. The 
richness of color and sharp, legible impression were superior 
to anything secured under comparable conditions with old 


inks. 


One job carrying a heavy form and printing on heavy paper 
ran at a speed of 270 feet a minute, another at 280 feet a 
minute, drying and rewinding instantly. This is in no sense 
a limit of the speed attainable. 


A job was printed, backed up and put through the bindery 


three hours later. 


After an 800,000 run, rollers were in perfect condition. 
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OINARY PRINCIPLE 





aBove: Untouched photomicrograph of impression with ordinary inks showing 
blurred half tone dots. pELow: Untouched photomicrograph of impression with 


Vaporin, same spot on plate as above, showing clean, sharp dots. 





BeELow: At left. Ordinary ink on a magazine run, web perfecting press. At right. 
Vaporin on same press. Note the sharp impression, absence of ‘smut sheet’ 


blurring, greater legibility. These are untouched photomicrographs. 





-RYS! ALLIZATION - SOLVENTS VAPORIZE OFF 





IN PRINTING 


Vaporin prints sharper because the paper pulls the 
Vaporin cleanly off the plate and the vaporizing 
process dissipates the volatile portion of Vaporin, 
leaving the solids on the surface. To quote one 
superintendent, “‘Without reservation Vaporin is 
the finest material with which to print from plates.’ 


Cleaner, Richer Impression 


In half tone printing the clean, sharp dot impres- 
sion is superior to that secured by any type of print- 
ing inks. The same improvement is apparent in type 
impression. The superintendent of a large rotary 
pressroom said, ‘‘In all my experience I have never 
seen ink leave the rollers as clean or print as clean 
as Vaporin.”’ 

There is no penetration, no ‘‘dryback,”’ no surface 
crystallization, and no skinning over. Vaporin will 
not jam or clog in half tone plates. 


Traveling Tympans and Slip Sheets Eliminated 
Since the use of Vaporin precludes the necessity of 
traveling tympans and slip sheets, a great saving in 
the cost of these papers can be effected. 

Lost press time for shifting tympans is eliminated 
and maximum press production can be increased by 
the use of Vaporin. 

The need for frequent wash-up is reduced. One 
printer who uses Vaporin said, ‘We do not need to 
wash up at noon. Vaporin will stand an hour and a 
half, two hours or longer without drying.” 


Caution: Do Not Judge Vaporin by Ordinary Ink 
Standards. Old Tests Useless 


Vaporin is proving successful on long web press 
runs, but its advantages apply equally to flat bed 
and cylinder press printing. 

Vaporin is unlike ordinary inks. Draw-down tests 
cannot be applied to Vaporin—its chemical struc- 
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ture is entirely different from that of ordinary ink. 


" There is no use giving Vaporin the ordinary tests— 
they just do not apply. 
” Vaporin and ordinary inks are not compatible 


and, therefore, should not be used together in cases 
where there is overprinting or trapping. Better re- 
sults are obtained by Vaporin alone. 

Remember, Vaporin is much more than a quick- 
drying ink. It is unlike ordinary inks and produces 
better press results. 

How to Start Using Vaporin 
While the Vaporin principle is simple in operation 
it nevertheless requires special consideration. 

Wire, write a letter or send a card to IPI giving 
information about your press and the nature of your 
printing. State whether you would like a representa- 
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tive to call. The IPI service organization will reply 
as promptly as possible after receiving your inquiry. 


Learn Complete Facts About Vaporin 


Vaporin is now available for general distribution 
to the printing trades in four standard blacks. These 
Vaporin blacks meet the requirements of general cat- 
alog and publication printing on machine finished 
and super paper, and also of fine half tone printing 
on coated paper. In fact they are suitable for prac- 
tically any type of paper. 

Vaporin in a complete range of colors will be 
available soon for general distribution. 

Learn the facts about Vaporin whether or not you 
feel ready to use this method of quality printing. 
The Vaporin principle will certainly change the 
industry. You should know all about it. 

















I} | 


THE INTERNATIONAL PRINTING INK CORPORATION 


ATLANTA CINCINNATI 
BALTIMORE CLEVELAND 
BATTLE CREEK DALLAS 
BOSTON DENVER 

| BUFFALO DETROIT 

| CHICAGO KALAMAZOO 





KANSAS CITY 
LOS ANGELES 
MILWAUKEE 
MINNEAPOLIS 
NEW ORLEANS 


NEW YORK CITY 
PHILADELPHIA 
RICHMOND 
ROCHESTER 

ST. LOUIS 

SAN FRANCISCO 
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THE 
CONTAINER CORPORATION OF AMERICA 


FXTENDS TO YOU 
A CLOURDIAL INVITATION 


TO ATTEND ITS 


GX HIBIT 


AT THE SIXTH PAGhKAGING EXPOSITION 
IN THE HOTEL PENNSYLVANIA 
NEW YORK CITY 
+ 


MAKCH 5-6, 1956 
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SPECIALISTS 


AsSMUa EXTENDS ITS SERVICE AS 


IN PACKAGING 





= ne the eguisition of the 
( } 


Through the purchase of the Package Paper 
Company, Nashua is now able to furnish 
package users with every practical type of box 
covering and package wrapping material—a 
more complete line than has ever before been 
available through a single organization. 

Our famous lines of box coverings, plain 
and embossed, of glassines, velours, Velvetex, 
Siltex, micas, waxed, and other papers, are 
now supplemented by these additional facili- 


printed transparent cellulose wraps in all 








forms. 
\ In addition to this wide selection of decora- 
tive and protective package coverings, Nash- 
' ua's service as package specialists extends to 


every detail of modern packaging procedure 
—from the creation of designs to more com- 
pletely meet with specific merchandising 
needs—to the production of the completed 
wraps in any quantities for any type of con- 
tainer. 

We maintain a design service, employing a 
staff of experienced artists conversant with 








Ine 
NASHUA GUMMED 


PACKAGE PAPER COMPANY OF HOLYOKE, MASS. 


every requirement of modern packaging. This 
division will work with you or your designers 
in creating special, private designs, or to assist 
in the modernization of your present packages. 

Our Package Advisory Division will gladly 
cooperate with you.or your box maker in the 
preliminary planning of better containers and 
in their subsequent development to a produc- 
tion stage. 

Our technical facilities are likewise at your 
service with an extensively equipped labora- 
tory staffed with competent technicians who 
will assist you in both experimental and advis- 
ory capacities in the solution of those me- 
chanical problems which so often attend the 
production of more effective and efficient 
containers. 

To our customers, to those of the Package 
Paper Company, and to the firms that have not 
as yet dealt with either of these organizations, 
we extend a cordial invitation to utilize to the 
fullest extent, our facilities as packaging spe- 
cialists. Sample books of any of our paper 
will be promptly sent upon request. 


















AND COATED P 


arene?! p HIPS ES NAPTHA SOA 
HIF 1; CE 1S-NAPTHA SC 


ap CH pS F 
S FELS 


C 
S ips FED 

RP CHIE WAPTHA SOAP Ce 
CHI : t¢-NA 
SOAP TAPS F ps FEL 
supe FELS'NAI 








APTHA 
+ APTHA SOAP 


ELS TApTHA SO 
a SOF 











The ALL-AMERICAN GOLD AWARD for wrap- 
pings given to the new Fels-Naptha package is the re- 
sult of cooperation such as Nashua is prepared to 
extend to all package users. Fels and Company came 
tous with an idea. It was to develop an entirely differ- 
ent type of waxed wrapped package as superior and 
appealing as their new soap chips. Their require- 
ments involved problems new and difficult. Never- 
theless, we went to work on them. The package was 
produced. We congratulate Fels and Company. Their 
idea /S a success. We are equally proud of the part we 
had in its creation. 


D PAPER COMPANY, NASHUA, N. H. 
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Buyers instinctively choose merchandise offered in an attractive con- 
tainer, especially when that container possesses re-use value. 


Your merchandise—packaged in beautiful “BARWOOD” containers— 
turns interest into desire—hesitation into decision—forcing buyer-prefer- 
ence for your product. For no other material affords quite the smart, 
interesting appearance of “BARWOOD”. 


“BARWOOD” can be moulded into practically any desired shape or 
form. It is strong and durable—heat and water resistant. 


One of the most attractive features of “BARWOOD” is its adaptability 
to hand-carved wood effects, retaining as it does all the natural beauty 
of the grain. 


A variety of color effects are obtainable through the use of stain, antique 
or lacquer. It can even be impregnated with any desired odor or per- 
fume, lending atmosphere to the product it encloses. 


Our designers will gladly submit ideas and sketches of “BARWOOD” 
containers for your products, to increase your sales. Simply outline your 
requirements. 


BOYNTON AND COMPANY 


1725-39 DICKSON STREET 
CHICAGO, ILL. 





Packaged for Protection .. Beauty. . 


and Sales Appeal 


Wrapped in 


(REG. U. S. PAT. OFF.) 
Sealed with 


Rep SYLPHSEAL Cars 


(REG, U. S. PAT. OFF.) 


Harmonizing with colors of prod- 
uct and label, the effect is one of 
startling artistic beauty, to appeal 
to the most fastidious buyer and to 
stimulate sales appeal. 

Through the combined use of 
SYLPHRAP and SYLPHSEAL, the 
content of bottle has absolute 
protection. This bottle cannot be 
tampered with. 


SYLPHRAP and SYLPHSEAL 


are manufactured by 


SYLVANIA INDUSTRIAL CORPORATION 


122 EAST 42nd STREET 


NEW YORK CITY 












BAGPAK 


REPEATS... inthe 
ALL-AMERICA! 


Again the 1935 prize winning shipping con- 
tainer is a BAGPAK bag]! 


This heavy duty, multiwall paper bag, com- 
peting against hundreds of fine rigid con- 
tainers, repeated its triumph of 1934. 


This performance does not “just happen”. 
Years of research lie behind this BAGPAK 
bag. Special quality paper, special con- 
struction, and the outstanding development 
in the heavy duty bag field—the superior 
Cushion Stitch closure—these are some of 
the reasons why BAGPAK bags are today 
carrying the products of many successful, 
progressive companies. 


This BAGPAK bag is inexpensive, yet it 
affords the maximum protection to your 
product. It is thoroughly sift proof, moisture 
proof, and sanitary. 


The BAGPAKER equipment for closing and 
sealing these bags is part of the winning 
combination—a modern package at a low 


cost. 


If you manufacture or use food prod- 
ucts, chemicals, sugar, salt, cocoa or 
other commodities you should investi- 
gate the possibilities of this proven 


BAGPAK Method. 


A complete packaging service is at 
your disposal, without obligation on 
your part. Drop us a line today. 





"or the FOURTH 





SUCCESSIVE YEAR 





For tour consecutive years, Sefton Fibre Cans have come in winners in the All-America 


Package Competition ... this year in the Perfect Circle Package family. 


This record of successes is matched by only one other record, which is also held by this 
company ... that is the record of outstanding sales successes for those products using our 
containers. If your product requires protection, ease of handling, light weight, shipping 
strength and sales... consider a fibre can. And when you think of fibre cans, think of 


the leader in the field, SEFTON. 


Our nation-wide organization is uniquely fitted to serve you quickly and efficiently. 


SEFTON ALL-AMERICA WINNERS OF OTHER YEARS 
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SEFTON FIBRE CAN COMPANY F- 


3299 Big Bend Road, Maplewood, St. Louis, Missouri a 
250 Park Avenue, New York,N.Y. @ 6 North Michigan Avenue, Chicago, Ill. a 


420 Market Street, San Francisco, Calif. 


SEFTON CANS 
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From a 

Two Ounce 

Spice Package to 

a Hundred Pound 
Baker's Product... 


epi ei CONSOLIDATED FILLERS 
A aRAR rs DO A BETTER JOB 


EVELANO 


What better proof of the quality and versa- 
tility of Consolidated Machines than the two 
award-winning packages shown above? One, 
a tiny spice container ... requiring accuracy 
to a hairbreadth at an unusually high rate of 
fill. The other, a giant paper bag containing 
a hundred pounds of dough-improver .. . 
requiring almost equal accuracy with high 


volume delivery. 


Both these All-America winners are filled on 
Consolidated Filling Machines ... as are 
hundreds of the products you see regularly in 
drug, grocery and department stores. Here, 
in the most tangible form, is evidence that 
your problems can find their solution in one 
of our varied line of filling machines . . . ma- 
chines adaptable to every size and type of 
package, every kind and quantity of material. 


Write today for full information. 


Consolidated Packaging Machinery Corp. 


BUFFALO, NEW YORK 


28 MODERN PACKAGING 























Th Alling & Cory Co. 
—The Alling & Cory Co. 


‘. 
{ McLAURIN-JONES} 
al 4 


(Produc ¢ 


Mc LAUREN - JONES COMPANY * BROOKFIELD : MASS 


OLD TAVERN PLATINUM .. . 

Hold this shimmering platinum sheet to the 
light. Note its beautiful and perfect metalli¢e 
coverage. Feel its smoothness. See how well ™ 
it takes fine line and color. Note how it resists ~ 
tarnishing and rubbing. Yet with all these 
features, and the virtues of a pyroxylin, its 
a low price sheet. Try it for label, seal and 
box work. 


McLAURIN-JONES COMPANY 


Offices: New York, Chicago, Los Angeles. 
Mills: Brookfield, and Ware, Massachusetts 
Distributors in all key cities. 
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LACQUER-COATED PACKAGES 


heel w 








7 These are the reasons why the trend is toward 


packaging with lacquer-coated papers, foils, and cartons. 

Lacquered packages reach the hands of the consumer in factory- 
I s ) 

fresh condition ... leaving in the hands of distributors and dealers 

no soiled goods, no shelf-worn merchandise. 


(OMMERCIAL SOLVENTS (ORPORATION 
230 PARK AVE, NEW YORK, N. Y. 
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FRED K H. LEVEY Co., Inc. 


Announce 


: Manufact rers of Fine Printing Inks 


\ wD / hy 
any Ot é “~ 
wes Reid TY: 
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Fully Protected by U. S. Letters Patent 


ELIMINATE 







‘“ 
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SMEAR - SMUDGE - OFFSET 


IN LETTERPRESS PRINTING 


Available in all Colors and Black. 


More than One Billion Impressions 


Demonstrate Its Success. 
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PACKAGING MATERIAL 


WHICH IS THE ULTIMATE IN DISPLAY AND 


DECORATIVE VALUE 


STAINLESS METAL FOILS 


Plain and -Embossed Mat and Bright 
Gold, Silver, Copper and Gun Metal 
in Rolls, Sheets and Mounted on 


Boards also pre-gummed. 





WOOD GRAIN PAPERS 


(6 COLORS) 
IN ROLLS 26” x 278’ 


JAPANESE WOOD VENEER 
REAL (13 COLORS) 


IN SHEETS 20” x 30” 
FRENCH WOOD EFFECT PAPERS 


(3 COLORS) 
IN ROLLS 26” x 278’ 











From a selection of Imported and Domestic Papers ranging from the lightest TISSUES 
to heavy CARD stocks and including material for BOX WRAPS, DISPLAYS, 
CARDS, LABELS, FOLDERS, CATALOGS and similar forms of SALES AIDS. 
































Carried in Stock by 


JAPAN PAPER COMPANY 


Established 1901 

109 EAST 3iST STREET, NEW YORK CITY 
CA EbDoniA 5-6170 

453 WASHINGTON STREET, BOSTON 
























































Further Samples and Prices on Request—Full Size Sheets Furnished For Dummy Purposes 
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All The Winners In The 


All-America Package Competition 


will be on display during the entire month 
of March al the Permanent Packaging Ex- 
hibit, 429 Fourth Avenue, New 

It will be time well spent tor You to see 
Exhibit when in New York for the Packag- 
ing Show. The mab at the right shows how 
near the Exhibit really is 10 both ithe 
major railroad t 


hotels. 








WHEN YOU VISIT THE SHOW VISIT MODERN PACKAGING 


H 


is 


PACKAGING 


425 FOURTH AVE. 
NEW YORK CITY 





THE sPpOT.-.-:-° 


HERE’S 
M EVERYWHERE 


10 MINUTES FRO 


@: IN MID-TOWN NEW YORK 
‘ PENCE AACHEN ES 
425 FOURTH AVENUE 
NEW YORK CITY 


For the third successive year, Bisler set-up boxes score distinction in the All-America Package Com- 


petition, this time through the medium of the William Jameson & Co. Ltd. book-type whiskey package. 


Surely four awards in three years prove our ability to design and produce clever, ingenious and sound 


packaging ideas . . . for any product, at any time. 


A string of victories is always better than chance success. So packagers who want a source that is 


geared to doing the best type of work every time, on every job, naturally turn to us. 


In 1933 . . . Two awards among the year's Hundred Best Packages. 
In 1934 . . . Bronze award for Set-up paper boxes. 


In 1935 . . . GOLD AWARD for Set-up paper boxes. 


G A: BISLER Inc 
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29 WASHINGTON STREET 


omen Gi Ge ai. 


““BISLER BOXES BRING BUSINESS"' 


FIFTH & BROWN STS. 


PHILADELPHIA, 


YORK 


NEW 


PA. 





' STANDARD-KNAPP SUPREMACY 


... Further Established by 1935 Awards 











Once again the leading packaging machinery 
of the year has been selected from the host of 
entries in the All-America .. . Once again, in 
every case, STANDARD-KNAPP units were 
used! Knox Gelatine. Abbott Laboratories. 
and Emerson Drug Company (Bromo-Seltzer ). 


Knox Gelatine, Emerson Drug Company and the 
Abbott Laboratories have long used Standard- 
Knapp Case Packagers and Case Sealers. When 
they decided upon recent plant extensions and 
changes, their choice naturally fell upon these 
proven machines. 


This is really the history of every Standard-Knapp 
installation. Each machine later sells others for us. 
by providing speedy, efficient, low-cost operation 
' I B I 
LAST YEAR, too, Standard-Knapp machines were used in 5 . . 7 | 
Ages > and a perfect output all the time. When you plan 
every All-America Installation. The Gold, Silver and Bronze Z p zs / 
new installations, call upon Standard-Knapp er- 


winners in the 1934 contest . . . Bristol-Myers Co., Kirkman 3 ss j 
and Sons, Inc., and General Mills, Inc., respectively. gineers for aid in design and layout. 


STANDARD-KNAPP CORPORATION | 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 33rd Street 208 W. Washington Street 1001 Society for Sav. Bldg. 909 Western Ave. 
LONG ISLAND CITY, N. Y. Oi OV NETO) CLEVELAND SEATTLE 


420 S. San Pedro St. 189 Second Street Windsor House, Victoria St. 
LOS ANGELES SAN FRANCISCO MO) 01O) Nan Le eNn le) 
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RECISION EQUIPMENT | 
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ILA 
US” .--ethe world’s largest organization devoted 
entirely to creating ideas and materials that build 
BRAND PREFERENCE 

















e Nation-wide service from seven — 
strategically located plants and, %*.* 
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one = The PRESENT 


building program was planned not only to 





meet the increasing demand for CCS Closures, 
but more important still, to make an even 
better product. CCS has never been satisfied 
with the production of ordinary closures. The 
ey secret of its phenomenal growth has been a 
| policy of constant improvement. In CCS 
Closures you are thus assured of the best and 


latest scientific developments at no extra cost. 





CCS SCREW CAP | 


A different thread for a better seal 


tity . CROWN 
=, CORK & SEAL | 
~ COMPANY 


BALTIMORE, MD. 
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WORLD'S LARGEST MAKERS OF CLOSURES FOR GLASS CONTAINERS 
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New ribbons! Ribbons of fabric andg*¥ Y 
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of combinations of fabric and Cello sens 

A 4 “Se 
phane. A ribbon for every purpose ond ae | 


for every different type of package. Thele-s ms 


new Celu-Edged Lynntex and Coin fsa Q 
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Rayothread 





5/16” Star 


5/16” Star 


#8000 
Threaded 
7/16" 


Yo” Gingham *. 


V2" Garland 
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Easter 
Greetings 
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3,” Clover 


FREYDBERG BROS., Inc. 
45 WEST 18th ST., NEW YORK 
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dEXCELE 


REG. U.S. PATENT OFFICE 


TBBON 


SS LICENSED UNDER U, S. PATENT NO. 1,406,148 














Made of 


ellophane 


TRADE ARK 


Retailers give preferred position to 
Excell-O tied packages. The magnifi- 
cent colors and the rich, brilliant lustre 
of Excell-O Ribbon will add an unusual 
decorative quality to your retail pack- 
ages. 


Excell-O Ribbon is made in many 
beautiful patterns, widths and colors. 
There is a type of Excell-O Ribbon 
appropriate for every occasion and for 
every special type of box. 


Excell-O Ribbon is strong, attractive, 
easy to tie and best of all, it is economi- 
cal to use—because it is reasonable in 


price! 


We will be happy to send you sam- 
ple yardage of any of the ribbons 
shown here. 
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PACKAGING MACHINERY 


























BUSINESS NEEDS AGGRESSIVE 
STIMULATION TO MEET INCREASED 
COMPETITION. OVER 2000 MANUFA 





TURERS ARE MEETING THIS COMPETITION 





PACKOMATIC PACKAGING MACHINERY 


| 
| OUR ENGINEERS ARE AT YOUR SERVICE AT ANY 
TIME—ANY PLACE. WITHOUT OBLIGATING 






| YOU IN ANY WAY. JUST WIRE—WRITE— 
| OR PHONE a 





J.L.FERGUSON COMPANY J! Joxter, |Li 
BRANCH OFFICES~ Q 
NEW YORK - CHICAGO + CLEVELANE 


| ST LOUIS - SAN FRANCISCO - NEW ORLEAN® 
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WE’RE ALL SOLD OUT” 


SAID SCHULZE BAKING COMPANY, CHICAGO, 
IN REPLY TO HUNDREDS OF REQUESTS..... 





Swamped—The Schulze Baking Company, Chicago, 
was swamped during the holiday season by a deluge 
of orders for its “Dolly Madison” fruitcake in this 
attractive container. The smart black molded box, with 
pressed aluminum cover and blue satin ribbon, appealed 


to the holiday and Christmas trade 


Prize Package—This box, designed by Paul 
Ressinger, Chicago and molded of Durez by the 
General Electric Company, has been awarded the third 


prize in the 1935 All- America package competition. 


Specify G-E—Many other manufacturers have found, 
too, that G-E molded products—containers, boxes, jars, 
cabinets, and cases—are helping to increase sales and 
consumer acceptance for their own products. Submit 
specifications for a plastics package. General Electric 
can mold it for you. Consult a G-E plastics specialist at 
the General Electric office in New York, Cleveland, 
Chicago, or Detroit or write to the Plastics Department, 
General Electric, West Lynn, Mass. 


943-62 


GENERAL (%) ELECTRIC 
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The greatest PACKAGING CATALOG ever! Over 400 pages 
filled to overflowing with authoritative information on every 
phase of Packaging. Hundreds of samples of paper, labels, 
ribbons, foil, lacquer coating and other interesting develop- 


menis. 








THIS, the greatest of a long series of Packaging Cata- 
logs, has been completely revised at great effort and 
expense. Arranged in 14 complete classifications, over 
20°, larger than the 1935 edition. 
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FORT ORANGE PAPER COMPANY 
CASTLETON ON HUDSON, N. Y. 


Manufacturers of Paperboard, Folding Paper Cartons 


and Display Containers 


New York City Boston 
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This year it's the Silver Award to the distinctive 
new REL Tube. Last year it was First and Second 
Awards to the new Luxor Embossed Tube and the 
Palmolive Shave Cream Tube respectively! 

We congratulate the Maryland Pharmaceutical 
Company upon the decision of the Judges of the 
1935 All-America Packaging Contest. It is a matter 
of pride with us that this Company asked us to 
adapt their ideas for their new product to col- 
lapsible tube design and that we were able to pro- 
duce for them not only the compelling full size REL 
tube, but also the miniature tube which was 
used so successfully in their introductory campaign. 
Both, we feel, have to an unusual degree the 
requisites of a good package . . . protection, con- 
venience and eye-appeal. 


>May we work with you on your packaging problem? 


1836 RZ ,1mM¢é. 1936 
Applicator Pipes and 


Collapsible Metal Tub a 
« Spipian islet abate a ee PA. Household Can Spouts 


Metal Sprinkler Tops 





HAVANA, CUBA CHICAGO, ILt. NEW YORK, N. Y. LOS ANGELES, CAL. MEMPHIS, TENN. 
Roberto Ortiz Planos Wurzburg Brothers 





CONGRATULATIONS 


7. ] 
Nilver Awa ca 


e ALL-AMERICA 
PACKAGE COMPETIHON e 


1935 


We Share Your | 
Joy in WINNING! 


@ This contribution by ‘‘NATIONAL” _ ¥ 
again brings the gratification that comes 

to us frequently in WINNING Packages 
and MOUNTING Sales. @ Armed with a 
technigue of Selling thru the Container 
capable in design-to-fit-the-product « 
mindful of forces that attract the ovis 
loosen the purse-grip, NATIONAL stands _ 
at attention e ready to SERVE. 


Alert Merchandising 
GOES “NATIONAL” | : 





PARIS NEW YORK 





FOR OVER A OuAweER: CEN 
EXECUTIVE. OFFICES 


One of prey ei 


SALES OFFICES AND PLANTS «+ WEW YORK 
FISCHER CAN CourET 
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" y1S © gt.PAY Established manufacturers are invited to sub- 
1 Wie innenro mit their packaging problems to our designing 
petro * staff. Ask for free copy of Packages that Sell, a 
¥ ew yor’ ° brochure full of novel packages and packaging 
N ideas. 
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SAFE, DEPENDABLE DISTRIBUTION 
OF YOUR PRODUCTS 


Is just as important as their manufacture. How to get your goods 
from factory to market in perfect condition—and at lowest cost 
—often requires as much thought and planning as maintaining 
your standards and costs of manufacture. 

Corrugated and solid fibre boxes have proved to be the best 
and most economical shipping containers for many kinds of 
products. Often Regular Slotted Containers meet the ordinary 
shipping requirements when sealed with glue. 

But many manufacturers are refusing to take chances. They 
demand that their Regular Slotted Containers be strengthened 
with Wire Stitched manufacturers’ seams; they Wire Stitch the 
bottoms and seal the tops with Wire Stitches. 

Others, requiring the greatest security and safety for their prod- 
ucts while in storage or transit use 


BLISS BOXES—The Strongest, 





BLISS BOX AND BOTTOM STITCHER suit- 
able for stitching all kinds of set-up boxes, 


Ri id - . 4 C 8 jisplay boxes, eens er Fg A all 
cartons. Al stitch . 4 BLI X 

Safest, Most Rigi Tore Comtaimers © si viionectteavior sicted Consinen 

Quickly changed from box to bottom 

stitcher by lowering box arm and setting 


Just because Wire Stitched Slotted Containers and BLISS BOXES are Stronger 6 24+'in position. Forms and drives as many 


minute. 


and Safer is no indication that they cost more money. The fact is, Bliss Boxes, 4s 400 wire stitches per 
because of the saving in board area, weight of stock and freight charges are 

LESS COSTLY than other types of corrugated and solid fibre containers. Likewise, Wire Stitched Regular 
Slotted Containers cost about the same as when glued, and give added protection to their contents. 
















BLISS BOXES BLISS BOX 
This ype of Blis s Box with three SEALED 
flanges on each end protects 
products where end thrust of 
ontents is to be guarded 
against. Flanges also serve as 
vertical reinforcement when 


boxes are stacked. Ask for de- 
other types of Bliss 





BLISS POWER LIFT sae STITCHER seals the tops of BLISS 


BLISS BOX 


BOXES a and Regular Sic J Contai rs with wir re stitches. Al- 
nost entirely 3utomatic in its oper atic n. Table automatically OPEN 
raises and stops at ri gnt position for sti itchi ng top of containers. 
Table adjustable to he ight of conveyor or trucks for transferring 
ers with ifting. Stitches many more containers per 


er types of Top Stitchers. 


Let our shipping engineers survey your requirements, 
and tell you of the advantages of assembling and sealing 
your shipping containers by the Wire Stitching Method. 


DEXTER FOLDER COMPANY 


Bliss, Latham, and Boston Wire Stitching Machinery for All Types of Fibre Containers 


28 WEST 23rd STREET, NEW YORK, N. Y. 


CHICAGO PHILADELPHIA BOSTON CLEVELAND ST. LOUIS SAN FRANCISCO 
185 Summer St. 1931 E. 61st St. 2082 Railway Ex. Bldg. LOS ANGELES-SEATTLE 


117 W. Harrison St. 5th and Chestnut Sts. 
H. W. Brintnall Co. 
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™@ The most DIRECT advertisement of all 
is your package! Right at the point of sale, it can invite the con- 
sumer to "Buy me!" It continues to affect the user's impression 
of your product—in her home. Here's a sure and economical 
way to enhance the value of your product in consumers’ eyes and 
to lift it out of competition. Distinguish it with a Stanley Metallic 
Label! Be sure and investigate the superior character and quality 
of Stanley Seals, and discover the truly low prices at which you 
can obtain them. Write today for samples—or ask us to sketch 


a label for YOUR product. 
THE STANLEY MFG. CO. - DAYTON, OHIO- 


a New York Sales Office Chicago Sales Office 
Room 913—200 Fifth Ave. 714 Westminster Bldg., 110 S. Dearborn St. 


\STANLEY “5 LABELS 











Please send samples of your different grades of metallic labels. 
We are attaching our label. Please submit sketch and prices. 


Y The Stanley Mfg. Co., Dept. M-2, Dayton, Ohio 


Name 
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The Nation’s Leading Products 


ARE PACKAGED BY 
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NOTE the line-up of packages in the 
photograph! Familiar, aren't they? Many 
of America’s best-known containers are 
amie ‘epresented in the distinguished “roll- 
call” above. And there are many, many 
more outstanding products—household 
names—which are just as closely linked 
up to Kiefer Equipment! 


NOW note this list of names—just a few of the hun- 
dreds of products which are bottled regularly on Kiefer equipment. 


VITALIS ITALIAN BALM PHILLIPS MILK OF MAGNESIA 2-IN-I| POLISH 





f - NUJOL LA CHOY SAUCE | ELI LILLY'S MEDICINES SQUIBB'S PRODUCTS 
— Kiefer Automatic CUTEX AQUA VELVA LIQUID VENEER SLOAN'S LINIMENT 
on ge —— CERTO JERGENS'LOTION SCOTT'S EMULSION ABSORBINE 
otary acuum uling 
Machine Liquors: HIRAM WALKER, INC. SCHENLEY 
CONTINENTAL SEAGRAM 








Why do all these leading manufacturers choose Kiefer Equipment ? Why is it today FIRST 
CHOICE of acknowledged leaders of U. S. A. industry as it has been for more than 35 years? 
Because Kiefer Equipment always insures a definite daily production of neatly, accurately- 
filled bottles—because of economy of operation—because of 100% DEPENDABILITY. 

for the new series of Kiefer Catalogs showing the most 

Lila. modern machines ever produced for cleaning contain- 

TODAY ers . . . filling liquids and semi-liquids . . . convey- 

ors ... packaging tables ... filters ... pumps. Learn how thousands 

of bottlers have increased production and decreased costs. Write us NOW! 


THE KARL KIEFER MACHINE CO. 


CINCINNATI 


P. Jorgensen A. J. Sterling M. C. Finn T. C. Kelly E. S. du Mont 
31! California St. 225 Broadway, Room 1209 10 High St. 222 W. Adams St. Windsor House, Victoria St. 
San Francisco New York City Boston Chicago London, England 
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Garden Prunts 
“STYLED BY DEJONGE 


For Easter and Mothers Day Packages, and the gayest 
boxes in the Spring parade of new fashions. 


Stocked for immediate delivery in full 
color assortment in plain glaze finish, or 
embossed as shown in swatch. 


*See our new "Garden Prints" swatch presenting entire 
collection with suggestions for effective color combina- 


tions in plain color trimmings and linings. 


Use our return card NOW requesting Garden Prints 
swatch or working sample sheets. 


Louis Dejonge & Company 
155 Sixth Avenue, New York 


BRANCHES: CHICAGO, BOSTON, BUFFALO, RICHMOND 


__ { D. L. WARD CO.,—Philadephia, Pa. 
Authorized Representatives: ) 751) eRBACH PAPER CO.,—Pacific Coast 

















You can judge suppliers by their records 
and their plants . . . perhaps most im- 
portant of all, by their products. 


This year, two of our packaging jobs, 
created in the ordinary course of our 
work, have scored in the All-America 
Package Competition. Above are shown 
the Containers and Closures we contrib- 
uted to the Gold-Award Terminal Beauty 
Salon Family of Packages; below the 
Package which won the Bronze Award 
for Horder’s in the Metal Container 


Group. 


Such packages, typical of the entire out- 
put of our plant, are your own best 
reason for investigating our ability to 


serve you... to aid you in creating pack- 


ages which will win Interest and Sales! 




















BRIDGEPORT METAL GOODS MANUFACTURING COMPANY 


3RIDGEPORT Cherry Street CONNECTICUT 








You Have Him HALF SOLD 





— when Western Union Delivers the Sample 


HEN you spend dollars in styling 

your container, remember that it 
costs no more for smpressive delivery of 
samples. It’s the first impression that 
counts — that keeps your samples out of 
the waste basket and off the laboratory 
shelf. 


For every kind of sampling job, for delivery 
and setting up displays in stores, Western 
Union Messengers are trained, kept under 
skilled supervision, are dependable. This 
service is available in one city or all over the 
country. Ask the nearest Western Union 
Manager for details. 


Some of the Many National Advertisers Served by Western Union 


SMITH, KLINE& FRENCH—Now  F. & F. LABORATORIES — Fifth STANCO, INC.— Request deliveries 
making eighth delivery of samples consecutive season with us; 30,000,- of Mistol and Nujol to physicians 
to all physicians in United States. 000 cough drop samples to office nationally. 

workers and dealer packages to all 


WILDROOT=—Nationwide presenta- druggists. BEECHNUT—2,000,000 chewing 
tion of “special deal” to over 30,000 ? 5 gum samples to office workers and 
drug and syndicate stores. CHAS. H. PHILLIPS CHEM. CO. 200,000 crackers to housewives. 


Twice a year, samples to all dentists. 


WESTERN UNION Everywhere 
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DARNERCR AE 


N 


A BEAUTIFUL PACKAGE 


THIS Armand box, when closed, is a delightful 
decoration—rounded front, glistening white, with 


faint azure pattern embellished with gold. Open— 


a 
SET-UP BOXES 
. Armand set of toiletries in a display group that 


FOLDING BOXES 


DESIGNING SERVICE Warnercraft construction and quality blend for 


the brilliant high gloss azure lining sets off the 


has been particularly successful—a package in which 
» aa ‘ ‘ ° 
merchandising perfection. The designer is 


Martin Ullman. 


THE WARNER BROTHERS COMPANY , 


BRIDGEPORT, CONNECTICAS 
200 MADISON AVENUE « NEW YORK « AShland 4-1195 
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Smart design, accurate molding, and 


a Resinox material of unusual color... 


make this an outstanding package for 
the Schick Injector Razor. Product by 
Magazine Rejecting Razor Company of 
New York City. Container by Mack 
Molding Company of Wayne, New Jersey. 


THERE 1S A RESINOX MATERIAL FOR EVERY 
MOLDING NEED. ASK YOUR MOLDER FOR 
DETAILED INFORMATION, OR WRITE THE 
RESINOX CORPORATION 
230 PARK AVENUE NEW YORK 
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THE WRAPPER BECOMES AN Objet d’Art 


Time was, when all a manufacturer wanted of a wrapper was to keep 
fingerprints off what was inside. The product’s name printed on it was 
just for identification. And any printing press that could take care of 


a te eee ee 


that in one or two colors sufficed. 


Then came the dawn of Sales Appeal, and the science of capturing a 
display counter created a new School of Art. Five colors, delicate mod- 





elling, wide range of tonal values, pastels—all together on a variety of 
wrapper materials vying to predominate in the potential customer’s 
vision. 

In many plants today, the printing equipment lags far behind what is 
expected of it by the package designer. Those plants are soon going to 
discover that somebody else can do their work better and faster and | 
cheaper—aunless they re-equip with capable machinery. { 

Kidder “Three Point” Rotaries, for example—with special features 
providing adequate and easily regulated ink distribution (on heavy card- 
board or thin transparent cellulose) . . . proper control over the paper 
(even when printing 5 colors in one pass at 700’ a minute) . . . and ac- 
curacy of the impression (a tremendously difficult job on many novelty 
wrappers). 

It may pay you to compare the limits of your present equipment with 
what a “Three Point” Press can do. There are reasons why 20% of all 
transparent cellulose, 60% of all vegetable parchment and 90° of all 
wax bread wrappers are printed on Kidder Presses. Why not outline 
your needs in a letter and 


Send it to Kidder . . . 


who will tell you how a “Three Point” Press can do the same work more y 
profitably, and who makes machinery for printing wrappers, cartons, 
labels; bronzers; special printing machinery for individual packaging 
jobs. 


U.P. M> HIDDER PRESS COMPANY Srcotpotatil 


PRINTI MACHINE RY 


OFFICES IN 
Chrysler Building, New York; Fisher Building, Chicago; Toronto, Ont. MAIN OFFICE AND PLANT 
DOVER, NEW HAMPSHIRE i 
3823 





Represented on Pacific Coast by Harry W. Brintnall Company 
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LINOMATIC PACKAGING MACHINES 


faster... more accurate. ..more economical 














































Fully Automatic Packer-Weigher 


With only one attendant, to supply empties, weighs 
and packs 30 cans or cartons per minute with consist- 
ent accuracy. If no can is in feeding position, feeder 
does not function. When can enters, feeders starts. 
Practically dustless operation. Ideal for spices jelly 
powders, cocoa, face powder, paint powder, cleansers, 
etc., etc. 


Hand Operated 
Packer-Weigher 


Capacity—30 per minute. 
Sizes—up to three pounds. 
Accurate to within one- 
quarter ounce. Mechani- 
cal-electric trip . . . not 
affected by vibration. 
No finishing stream nec- 
essary. Ideal for large 
packages. 








to 1/16 oz. 


Net Weighers—Gravity and Power Feed Types 
Capacity ...20z. to 3 lbs. For coffee, rice, beans, bird seed, etc. Continuous stream 
operation. Production ... gravity—30 per min., power feed—40 per min. Accurate 


Automatic Coffee Bag Machine 


A new, fully automatic machine, vastly im- 
proved over anything existing before. Weigher 
has electric eye control. Bags fed automatically 
from reservoir. Automatic controls fold bag 
and seal with tin-tie crimp, delivering 30 bags 
per minute of perfectly packed coffee. 





FRANKLIN STEEL WORKS 


Packaging Machinery Division 
New York, 50 Church St. JOLIET, ILLINOIS the Packaging Exposition 


See our Booth No. 507 at 
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LINOMATIC PACKAGING MACHINES 


faster... more accurate. ..more economical 


Automatic Coffee Bag Machine 


A new, fully automatic machine, vastly im- 
proved over anything existing before. Weigher 
has electric eye control. Bags fed automatically 
from reservoir. Automatic controls fold bag 
and seal with tin-tie crimp, delivering 30 bags 
per minute of perfectly packed coffee. 











































Fully Automatic Packer-Weigher 


With only one attendant, to supply empties, weighs 
and packs 30 cans or cartons per minute with consist- 
ent accuracy. If no can is in feeding position, feeder 
does not function. When can enters, feeders starts. 
Practically dustless operation. Ideal for spices jelly 
powders, cocoa, face powder, paint powder, cleansers, 
etc., etc. 


Hand Operated 
Packer-Weigher 


Capacity—30 per minute. 
Sizes—up to three pounds. 
Accurate to within one- 
quarter ounce. Mechani- 
cal-electric trip . . . not 
affected by vibration. 
No finishing stream nec- 
essary. Ideal for large 
packages. 





oo 





Net Weighers—Gravity and Power Feed Types 
Capacity ...20z. to 3 lbs. For coffee, rice, beans, bird seed, etc. Continuous stream 
operation. Production ... gravity—30 per min., power feed—40 per min. Accurate 
to 1/16 oz. 


FRANKLIN STEEL WORKS 


Packaging Machinery Division 





See our Booth No. 507 at 
New York, 50 Church St. JOLIET, ILLINOIS the Packaging Exposition 
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LUMES UF AGE 


Mature and inclusive will be the Sixth Packaging Exposition. This year, 
more than ever before, executives concerned with packaging, packing and 
shipping problems will find there new, vital ideas— and the equipment, 
machinery, supplies and services to translate those ideas into profits. Against 
a background of brilliant conferences, clinics and round table meetings spon- 
sored by the American Management Association, the Exposition promises to 


make packaging history. 
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SIXTH PACKAGING EXPOSITION 


Hotel Pennsylvania, New York City 


MARCH 3-6, 1936 
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IN WINDOW DISPLAYS 


the royal color of Maryland Blue 
stands out—attracts attention to 
your product. 


IN OPEN DISPLAYS 


—amid competing products—- 
Maryland Blue identifies your 
product—helps to insure repeat 
sales. 



















ON THE COUNTER 


rich Maryland Blue inspires con- 
fidence in the quality of your 
product—stirs the desire to buy. 


 .* 
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ee 


fe 
AND IN THE HOME 


Maryland Blue constantly adver- 
tises your product—serves as a 
reminder to buy again. 


MA 


Maryland Green Tint and Flint Bottles are of the same high quality as Maryland Blue 






BLUE will give your 
product Extra sales advantages .. . 


SMART, COLORFUL PACKAGES naturally appeal to the window dresser 
when he is “making up” a window—to the merchant when he is arranging 
his open displays—to the clerk who stands a few bottles near the cash 


and, best of all, to the consumer who 





register to stimulate extra business 
wants modern, attractive merchandise. Which explains why products packed 


in Maryland Blue Bottles are so well thought of by retailers—so often find 





their way into displays—and gain for their manufacturers the sales success 


which many famous products packed in Maryland Blue now enjoy. 











EAD in the column at the left the ad- in which it is packed. Maryland Glass 


vertising and sales advantages of Corporation, Baltimore, Maryland. New 





Color. Then, if this mater seems to be York Representative: 270 Broadway, New 
worth investigating, we'll be glad to send York City. Pacific Coast Representative: 
samples. In requesting samples, please tell | Owens-IIlinois Pacific Coast Company, San 


us the nature of your product and the sizes _ Francisco. 


LA 





BOTTLES 

















KITCHENWARE 


FOR PRIZE AND SALES WINNING DISPLAYS! 


Whey "> For the second successive year ANDROCK Displays have been awarded 
GES’ . 4 Medals in All-America Competition—the Bronze Medal in '34, the Gold 


AQHLIGH! 


Medal in '35! For the second successive year, the All-America Award 
has spotlighted the sales-making effectiveness of ANDROCK Displays. 
The winning Display in '34 doubled Burgess Flashlight Sales. The winning 
Display in ‘35, only recently announced, is well on its way toward 
establishing a new kitchenware sales record. @ Come to ANDROCK 
for sales-winning Displays. ‘Write our nearest plant, and we will place 


our prize-winning Display Designers at your service. 


THE WASHBURN COMPANY 
ROCKFORD, ILL. | WORCESTER, MASS. 
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Oval, Oblong, Square and Round, 
Spiral convolutely wound; 
Or what your needs may be in cans, 


They all will fit in R. C. plans. 













When you’ve had cans that wouldn’t do, 
You’ve looked a large assortment through; 
It’s then when you will understan’, 
The value of an R. C. Can. 
















It matters not how good you are, 
In buying cans at below par; 

The very best that you can get, 
Is honest value every step. 


The fact remains that price alone, 
For lesser service can’t atone; 

The higher cost will be retrieved, 
Where honest value is received. 


You'll find that cans made by R. C. 
Are built as good as they can be; 
And not to meet a certain price, 
To do those things that aren’t nice. 









To get real cans and service too, 
This tip will be a help to you; 

Don’t waste your time to scheme and plan 
Just *phone or write the R. C. Can. 


R. C. CAN 
COMPANY 


MAIN OFFICE AND FACTORY 
121 CHAMBERS ST., ST. LOUIS, MO. 


BRANCH FACTORIES 
2809 E. 14TH ST., KANSAS CITY, MO. 
RITTMAN, OHIO 













SALES OFFICES: Saint Louis, Rittman, Ohio, Kansas City, Atlanta, Dallas, Detroit, Fort Worth, Houston, Louisville, Memphis, Milwaukee, 
Minneapolis, New Orleans, Omaha, Pittsburgh 
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BONETTE RIBBONETTE 
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‘BONETTE RIBBONETT! 


RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETT! 
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RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETTE RIBBONETT! 














ADDED SALES—Rribbonette and the new Multicolor Ribbonette are 


being used today by thousands of manufacturers and merchants to win 


added display, added attention and added sales for their products. 


May we show you samples applicable to your own product, also tell you 


what our inexpensive materials have done for sales of products in your 


own field? 


RIBBONETTE DIVISION 


CHICAGO PRINTED STRING CO. 


2319 LOGAN BLVD., CHICAGO, ILL. © 55 W. 42np ST., NEW YORK 











||| 
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Fine printing, expert styling and the correct 





~ combination of papers, glassine or Cellophane, 
give Bags and Wraps by Royal a quality 
which reflects the best character of those 


products they have been chosen to carry. 
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THOMAS M ROYAL«CO 


PHILADELPHIA USA 


NEW YORK PITTSBURGH SYRACUSE FORT WORTH 


( 
ST. LOUIS SAN FRANCISCO ATLANTA HOUSTON 


CHICAGO DETROIT BOSTON eI MINNEAPOLIS DAYTON 
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A package, label, wrap, or paper product and climatic conditions . . . It is water-white and 
coated with EGYPTIAN LACQUER is washable! does not discolor lighter inks and white areas. 
A distinct advantage in maintaining original — EGypTIANPAPER COATING LACQUER is formulated 
factory freshness. for application by regular roller-coating machines; 


EGYPTIAN finished packages always look at their _—_ such as are used to apply ordinary spirit varnish. 
best because EGYPTIAN LACQUER is an extremely _It dries quickly and does not become tacky nor 


hard finish that is impervious to dirt and dust does it scratch easily or scuff with handling. 
and therefore easy to keep clean. We invite your inquiry for further details 


This is just one advantage. Others are flexibility, — T}4z EGYPTIAN LACQUER MANUFACTURING CO. 
gloss, resistance to alkalies, alcoholic beverages 90 WEST STREET, NEW YORK 


This insert is treated with one coat of EGYPTIAN PAPER COATING LACQUER 
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THE SIMPLIFIED “NATIONAL” 
SCOTT NET WEIGHER 













































This gravity machine requires no power 
and will weigh net any free flowing ma- 
terial, such as bean or steel cut coffee, 
corn meal, rice, sugar, tapioca, ete. With 
the addition of Feeders, which we manu- 
facture, it will also weigh certain non- 
free-flowing materials, such as tea, soap 
flakes, whole spice, etc. This Model G. E. 
which has a capacity of 4 lb. to 3 lbs. 
- can be furnished in the popular tripod 
or pipe mounting, and will weigh more 
accurately than any Weigher we know of 
at a speed of 25 to 35 per minute. By 


simplifying the machine—without sacri- 





fice of accuracy—we have been able to ( 
See this Machine in Operation as well as our : mie ; 
MG Gross Weigher at Booth No. 508 make a big reduction in price. 


Packaging Exposition 





NOTICE TO THE TRADE and users of “NATIONAL” machines and machines made by United States 
Automatic Box Machinery Co., Inc——Bond Weighers, Scott Scales and Feeders, T U Transfers, Liners, 
Wrappers, Carton Sealers made by United States Automatic Box Machinery Co., Inc., and Cartoning Ma- 
chines made by United States Automatic Box Machinery Co., Inc., bearing PACKOMATIC name plates: 
When servicing and repair parts are needed, contact our home or branch offices as we always have been 
and now are the sole manufacturer and distributor of these machines. Write for our latest folder. 











OTHER MACHINES WE MANUFACTURE 


3M Cellulose Film and Wax Wrapping Machines Top Sealing Machines 
sling Machines Collapsing Machines Paper Box Forming Machines 
y Making Machines Cartoning Machines Net Weighing Machines 
ss Weighing Machines Combined Sealing Machines Taping Machines 


UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 


DIVISION OF 


NATIONAL PACKAGING MACHINERY CO. 


459 Watertown Street, Newtonville, Mass. 


Branch Offices 
NEW YORK : CLEVELAND : CHICAGO : SAN FRANCISCO . LONDON. ENGLAND 
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The Lipton Tea cartons illustrate an excellent example of one 
of the four services given by RTG package merchandisers. 
Without making any radical changes in the well-known Lipton 
package, but by simplification of the design, better name 
visibility and display were secured, reflecting their value in 
added consumer sales. 


May we help you improve your packages? 


THE RICHARDSON TAYLOR-GLOBE CORPORATION 


DESIGNERS AND PRODUCERS OF PROFITABLE FOLDING CARTONS 
4510 WEST MITCHELL AVENUE CINCINNATI 
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WON A GOLD AWARD 
IN THE ALL-AMERICA 
COMPETITION FOR 1935 


offer more 


packaging advantages 


Here are five features 


which establish HYCOLOID supremacy 
COLOR CHOICE: Unlimited! A chance to appeal 


far beyond the amber and blue 
limitations of glass. 


DURABILITY: Unbreakable. Hycoloid _resil- 
iency defies accident . . . Hy- 
coloids are chemically inert 
odorless and tasteless. 


ECONOMY: No useless bulk or weight- 
80% lighter than glass—and 
“labeling” is part of the manu- 
facturing process. 


BEAUTY: Streamlined vials, bottles, jars 
or tubes, with any type of 
closure, and your chosen colors 
assure real eye-appeal. 


CONVENIENCE: Hycoloids are ideal for use in 
cabinet, pocket or purse—and 
because of their fundamental 
substance, offer dispensing 
features unobtainable in any 
other type of package. 


Ce nee a 


FAVETIC PENCIL, 


Write for Samples and Information: 


HYGIENIC TUBE & CONTAINER CO. 


42 AVENUE L NEWARK, N. J. 
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Presents 





Onadrille SILVERGLOSS 






Another new design of undisputed charm. . . . Give your 














package or box the distinctive advantage of this latest 
creation by Marvellum, and you'll get that all-important 
package appeal you are looking for. . .. This is only one 


of the many striking designs produced by Marvellum... . 


This is printed ch 
Write for further information. Quadrille Silvergloss|_ 
Al White 








WORKING SAMPLES GiiLBA 24.7 SENT UPON REQUES 





The MARVELLUM Co. Apers Distinctive HOLYOK€,MAS 


DISTRIBUTORS:—Bradner Smith & Co., Chicago, fll. - Henry L. Goodman, Boston, Mass. - A. Hartung & Co., Philadelphia, Pa. 
Nassau Paper Co., St. Paul, Minn. - John Leslie Paper Co., Minneapolis, Minn. - Matthias Paper Corp., Philadelphia, Pa. 
Hughes & Hoffman, New York, N. Y. - Holyoke Coated & Printed Paper Co., New York, N. Y. - Blake, Moffitt & Towne, Pacific 
Coast — Orchard Paper Co., St. Louis, Mo. - E. H. Wilkinson & Co., Ltd., Toronto, Canada 





















The sensational sales success of Rel can be ascribed to 
three things: A sound product backed by sound adver- 
tising, aggressive merchandising and .. . of major im- 
portance .. . packages that have strong display value 
and also help establish confidence in the product. 


It is in this happy combination, particularly in the per- 
fect reproduction of the designer’s idea . . . in millions 
of cartons ... that our organization excels. 


For you and for your product, our record and our facil- 
ities justify the expectation that we can play an equally 
decisive part in gaining quick and healthy sales success. 


do Investigate! 
rglos | 


GUILFORD FOLDING-BOX CO. 


BALTIMORE AVN ee 0) 
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The judge’s choice 
confirms our claim 








ENGRADEL 


TRADE MARK 
U.S. PATENT NO. 1803836 


TRANSPARENT LABELS 


are America’s premier 
quality label 





As pioneer, developer and leader in the trans- 
parent label field, we welcome the All-America 
gold award to the new Terminal line as the 
premier Family Package Group of the year. 
For once again, through this choice, ENGRADEL 
Transparent Labels prove their ability to at- 
tract, interest and enthuse. They were also 
used on the Mary Chess line—gold award win- 
ners in 1932. 


If you want your product’s package to disclose, 
instantly, the high quality of its contents, in- 
vestigate this unique and successful method of 
achieving the desired result. 

PERMANENT SMART ATTRACTIVE 


PALM, FECHTELER & CO. 
15 EAST 20 ST. | NEW YORK, N. Y. 


BOSTON zi CLEVELAND 
PHILADELPHIA ee BUFFALO 
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These 1935 Prize Winners 
are Bakelite Molded 





T IS OBVIOUS that both beauty 
f and utility were controlling con- 
siderations with the Jury of Awards 
in the 1935 Packaging Competition. 
In the plastic class the winner of 
the First Prize, the Cooper Razor 
Box, designed by Elenore Groos, 
and the winner of the Second Prize, 
the Moyer Dental Band Chest, de- 
signed by Charles Engelfried, are 
not only striking examples of art 
in packaging, but are equally out- 
standing as models of utility. 
CORPORATION, 247 


ORPORATION OF 


BAKELITE 
BAGELITE 


( 


That the use of Bakelite Molded 
for these prize winners contributed 
in no small degree to both beauty 
and utility is worthy of comment. 
The colors, texture and rich lus- 
trous surface of this material give 
it an inherent beauty. Its ready 
adaptability to the accurate repro- 
duction of practically any shape 
is an aid to utility designing. Its 
strength, durability and resistance 
to wear make it unusually service- 
able. 

ark Avenue, New 


SANADA, LIMITED, 03 Dufferin 


AN OIN ARs ox aise aha 


To the designers of both of these 
successful packages we extend sin- 
cere congratulations. To all others 
who may be interested in the devel- 
opment of packages of exceptional 
beauty and utility, we offer our co- 
operation and also invite them to 
write for a copy of our booklet 8C, 
“Restyling the Container to Increase 
Sales”. 
See the Bakelite Exhibit, Booths 607 and 
609, Sixth Packaging Exposition, Hotel 


Pennsylvania, March 3 to 6. 


. 43 East Ohio Street, Chicago, III. 


Street, Toronto Ontario, Canada 
’ 


BAKELITE 
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04 HUDSON STREET, 


NEW YORK 
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porter: 





BROOKS & PORTER, Inc. 
304 Hudson Street 
New York, N. Y. 


O 


Please tell us how we can best apply 
window cartons to our product ? 


Samples of NAME 

our product 

are being 

mailed under ADDRESS — 
separate 
cover 
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An examination of the Pilgrim Rum bottles shown above simply confirms 
the judgment of the All-America judges. Just as they appear in the photo 
they are even more so in reality—unusually well proportioned, unusually 
clear and well made. 


These bottles, like all Fairmount Glass products, are better and more uniform 
containers than usual because of improved glass-making technique and 
double-checked examining system. 


Whether you manufacture liquor or any one of the thousands of other 
glass-packageable products . . . you will do well to place your glass 
problems here. 


FAIRMOUNT GLASS WORKS, INC. 


INDIANAPOLIS INDIANA 
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Don't Cut Quality 


to Meet 


Competition — 















CUT COSTS 


INSTEAD 


The Peters Junior Forming and 
Lining Machine shown above, and 
its companion, the Junior Folder 
and Closer, operate at a speed of 
35 to 40 cartons per minute, elimi- 
nating the work of four hand 
operators and saving up to five 
thousand dollars a year. The fully 
automatic Peters Senior Forming 
and Closing Machines provide 
even greater savings. For full 


information. write to. . 


PETERS MACHINERY COMPANY 


General Offices and Factory 
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CHICAGO, U. S. A. 


WITH 

PETERS CARTON 
FORMING AND 
CLOSING MACHINES 


When your competitors cut quantities and 
quality to get under your price . . . don’t use 


the same methods. 


Do what hundreds of other packagers have 
done successfully. Install Peters Carton Form- 
ing and Lining and Peters Carton Folding and 
Closing Machines and let their super-efficiency 


put you back into competition. 























4700 RAVENSWOOD AVE. 
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Year-Old “Twin” 
makes Astonishing 
Sales Records 


BY J. LORING BROOKS, JR. 


Vice-Pres., Brooks Bank Note Company 


Counter display sensation of 1935-36 


HE DIONNE QUINTUPLETS have amazed the 

world-at-large, and these five smiling faces have 
helped to sell thousands of packages of cereal, cod liver 
oil, and other products with which they have been 
identified in advertising. But the new-born Brooks 
‘Twin” Counter Display Container, consisting of two 
economically and attractively lithographed members 
packed together compactly in a protective sleeve (see 
Fig. 1), have acquired an equally enviable sales and 
advertising record. These “twins” have proved remark- 
ably economical and effective in rolling up increasing 
sales volume for candy, textiles, glue, foods, and other 
products. 

The “guardian” of these “twins”, the Brooks Bank 
Note Company of Springfield, Massachusetts, takes 
pardonable pride in the outstanding results of this 
patented container. ‘These comments of users indicate 
the important part the “Twin” has played in effective, 
modern merchandising during the past year for three 
representative but entirely different products: 


"Our recent re-order of your Brooks Twin Counter Display container indi- 
cates the satisfaction which this box has given in promoting the sales of Le 
Pages Glue. Our packing debartment finds it quick and easy to set up. Reta*! 
dealers like it because it reaches them all ready to place on the counter, and 
the Twin idea gives our product two display points instead of only one. We 
believe the Twin is an effective sales stimulator.”’ 

Russia Cement Company 
"The Brooks ‘Twin’ Counter Display Container is the ‘Cellophane’ of the 
Folding Box Industry in that it gives unprecedented double display value to the 
Durkee products packed in it, and its advantages of quick and practically effort- 
less set-up by the retailer, speedy production in the Packing Department, and 
relatively low cost, make it outstanding as an effective medium for increasing 
sales to the consumer. 
Durkee Famous Foods, Inc. 
V. O. Waite, Mgr. Sales Development 

"The Brooks ‘Twin’ Display Boxes have materially increased our business on 
Rock Candy, especially the 10 cent all strings. We more than doubled our sales 
on All Strings as a result of the transparent window cartons and ‘Twin’ Display 
Containers. Our fifth repeat order for this box indicates its value to us. 

Dryden & Palmer, Inc. 


The Brooks ‘Twin Display Container is one of those 
outstanding developments in the design of folding 
boxes and display containers that comes along only 
once in a number of years—and, as is the case with most 
really good inventions, it is surprisingly simple. 

When first seeing the “Twin”, many have said 
“That’s so simple—why hasn’t some one thought of that 
before?” And yet it is a basically new approach to 
packaging and display, and employs a fundamentally 
new idea in construction. 

Each unit comprises simply a shell and creased sep- 
arate member that slips into place to form a rigid 
display as well as the bottom of the unit. Result is— 
two separate display points on the counter (DOUBLE 
DISPLAY); each unit ready for immediate display by 
the retailer (NO SET-UP FOR THE RETAILER); 
a minimum of assembly for packing (CUTS PRO- 
DUCTION COSTS); and an economy in manufactur- 
ing cost through a minimum of material and waste 
(EXCEPTIONAL VALUE). 

The Folding Box Division of the Brooks Bank Note 
Company will make and send without cost a miniature 
dummy of the “Twin” to any interested executive who 
has a possible use for an economical counter display 
container. Requests should be mailed to the Brooks 
Bank Note Company, Springfield, Mass. 


(ADVERTISEMENT) 






















Fig. 1—Users of the Brook's ‘Twin’ ship them safely and 
compactly in a protective carton or sleeve. Packing and 
unpacking is quick, easy, and convenient. 











lEpace's 


































LIQUID GLUE 


SURE TO sTicK 





Fig. 2.—Two points of display instead of one has brought 
the Brooks ‘Twin its reputation as a super-salesman in 
retail outlets. 














Fig. 3.—Here’s sales-power plus in the happy 
sales-appeal combination of Durkee quality 
products packed in Cellophane bags, ard dis- 
played in the Brooks ‘‘Twin”. 


Fig. 4.—Simple arithmetic, this—a fine 
product plus Brooks cellophane win- 
dow cartons plus Brooks ‘’Twin” equals 
100% increase in sales of D & P Rock 
Candy. 











.. +» ANOTHER REASON FOR BUYING 


CAPS rzom OWENS-ILLINOIS | 


KNIFE-OPENING 


CAP P R F C | S | O N is a part of OnIzed-Closure manufac- 


Asales builder forcoffee ture from the making of the die to the last operation on the 
roasters who vacuum finished product. Skilled and painstaking workmanship alone 
pack coffee in glass. The can produce caps that are uniform — caps that fit— caps that 
grooved top permits in- allow uninterrupted production in the customer’s plant. This is 
sertion of table knife for one of the many reasons why you should depend upon Owens- 
easier opening and tight Illinois for caps when you want complete satisfaction. Obtain 
reseal that keeps the further information from any branch office of Owens-Illinois 
coffee fresh till the last Glass Company, or write The Closure Service Company, 

spoonful is used. Toledo, the Cap manufacturing subsidiary of Owens-Illinois. 
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A record of achievement, 
a forecast of importance 


BY D. E. A. CHARLTON 


OR more than a score of years, the packaging in- 

dustry has shown steady progress, a development 

most noteworthy in the annals of American busi- 
ness. For, regardless of the handicaps that have checked 
production and sales in most quarters, the use of pack- 
ages has continued to go forward during the time when 
most industries were forced to retrench or at least 
“mark time.” Why this should be true becomes evident 
upon considering the functions and fundamentals of 
the package. 

The year 1935 has proved no exception to the rule 
of progress, for its accomplishments have extended 
more generally to the complete range of materials, 
equipment and service than in any previous period. 
Because of this, plus the fact that product manufac- 
turers and consumers are keenly conscious of this 
progress, there is every reason to believe that packaging 
is now on the threshold of an even greater and more 
diversified development. 

For this enviable position, credit must be given to 
material and equipment manufacturers and_ others 
within the industry who have not only sensed the de- 
mands placed upon them but, in many cases, have 
anticipated them—a procedure which has required 
courage and confidence. These individuals and com- 
panies have recognized the fact that the package must 
perform a double duty—that of selling itself and the 
product it contains—and have not been found wanting. 

Of course, among all those industries that can bene- 
fit through the use of the package there are bound to 
be some which have lagged behind the procession. Not, 
mind you, because of lack of package support—for 
there is plenty of that among their own member manu- 
facturers—but rather because of an unwillingness to 
change habits which have been established over many 
years and a feeling that their goods will sell regard- 
less of any added impetus that a package may give 
them. Yet, those who have had the courage to depart 
from the conventional have reaped the rewards of 
successful package creation. The automobile accessory 


and supply field, for instance, has made a conse- 
quential start, spurred on by the success of certain 
leaders in that field who have marked up excellent 
progress in package design and production. In two big 
fields, however, there is still an opportunity for greater 
improvement—textiles and department stores, although 
in both the trail has been blazed by certain leaders. 
Let us briefly review some of the important happen- 
ings which have taken place during the past year in 





Glass bottles vs. tin cans for beer 


packaging circles, for therein is to be found not only 
a record of achievement but a forecast of the future 
and what lies immediately ahead. 

Earlier years have, of course, shown some conflict 
between various types of containers, but not until 
1935 did such situations become manifest to the point 
where they concerned the consumer. However, in at 
least two instances this type of competition has recently 
been evident to the public—in the brewing and dairy 
industries. Canned beer, while not strictly a 1935 in- 
novation, has gained appreciable headway, and it now 
becomes apparent that the tin can as a container for 
beer will remain as a permanent fixture. It is not to be 
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Fibre cans in the race for milk containers 


supposed, however, that it will replace the already 
established glass beer bottle, particularly the small size 
beer bottle which has been developed and which is 
also finding wide acceptance. 

Similarly, the year brought controversy between the 
glass bottle and a newly developed type of paper can 
as containers for milk. But here the competition has 
been confined to the sales of that product through 
chain store outlets, it being admitted that for house- 
door delivery the glass milk bottle retains the place 
of supremacy. Whatever acceptance the paper milk 
bottle has attained has been due to a demand for a 
non-returnable container for store-purchased milk in 
certain sections where delivery of “loose” milk has 
been barred by local or state regulations. 

Evident, although not to such an extent, is a trend 
towards types of containers new in the packaging of 
lubricants. Almost two years ago, the oil industry made 
a definite swing toward the use of sealed tin cans for 
motor oils, and this became almost standard practice, 
at least with the larger producers. But late in 1935 
came the promotion of the fibre can for oils, claiming 
several advantages, among which are greater ease of 
handling, distinctive shape and appearance and econ- 
omy. An objection to this type was successfully over- 
come: the development of two impregnating coatings— 
one to make the inner walls of the container imper- 
vious to leakage; the other to protect the package from 
the outside, against danger from moisture, heat and air 
contamination. 

Another innovation in this field is the packaging of 
lubricants in collapsible lead tubes sealed at the 
refinery. By means of such packages it is said to be 
possible to prevent oxidation, contamination and 
deterioration of the product, and it is possible to sup- 
ply the dealer with a complete assortment for special- 
ized service on every type of car. It can be anticipated 
that both fibre cans and collapsible tubes will claim 
greater usage as their developments continue in the 
lubricant field. 

Already mentioned is the progress made during the 
past year in the packaging of automotive parts and 
accessories. It is significant, in this connection, that 
the use of photographic illustrations as applied to a 
wide group of packages, which were successfully pro- 
moted by a large parts manufacturer, resulted in a 
more general use in other fields of this consequential 
form of package decoration. 
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In the field ot cartons, there have been several de- 
velopments of note. One of these is the production of 
a grease-resistant, coated carton board which, because 
of its coating has no capillary attraction and retains 
natural oils and flavor. Another in the same direction 
is the development and application of a solution for 
coating, impregnating and laminating papers and 
paper boards. As a further improvement of inner sealed 
linings or bags for cartons—a development of the year 
previous—was the successful combination of waxed 
paper with transparent cellulose in a bag or liner 
whereby the effect of a “window” carton was obtained, 
the transparency showing through the die-cut carton. 

Several new types of pouring and _ re-closing spouts 
made their appearance and have won ready acceptance 
from housewives who have long sought a convenient 
means of closing their pantry packages. 

Counted as a definite gain for cartons this year was 
the change, made by a large pharmaceutical manu- 
facturer, from a wrapping for this bottle to a carton— 
a courageous step when it is considered that such a 
move entailed a considerable investment in new equip- 
ment. But the results to date have fully justified the 
change-over, and will no doubt continue to do so. 

Another development in which cartons have played 
an important part is in the buildings material field in 
which at least two manufacturers of insulating mate- 
tials have effectively used cartons for the distribution 
of samples of their products. 


The curve for 

package sales 

continues to 
rise 





Continuing with the paper container group, we find 
that the manufacturers of corrugated and solid fibre 
cases or containers have progressed steadily. One of the 
developments which was occasioned by the return of 
beer, and has since increased rapidly, is that of the 
fibre box. A new type, which has been accepted by 
at least twenty brewers is a three-piece box made with 
all four vertical seams reinforced by stitched flanges. 
The body of the box is made of 100-point solid fibre 
while the ends are 150-point—the board being care- 
fully paraffined to resist the action of moisture. The 
top of the box is made with a loose cover and in two 
different forms, one of which has a cover of one piece 
with flaps which fit over the sides, while the othe 
form has the cover split in the middle and provided 
with tuck-in flaps in the center. 

This year also records the first case printing ma 
chine, by means of which code numbers, dates, names 
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of products and other insignia are automatically placed 
on shipping cases immediately following the top and 
bottom sealing operation. 

(hin blown glass tumblers have continued in popu- 
lar use, together with types of closures of the tear-off, 
thin metal or of the friction variety. Decorated in color, 
and used to contain food products of different sorts, 
these tumblers provide excellent after-use. Applied color 
on glass containers such as milk or other bottles, by a 
process of annealing in which the pigment is fused 
into the surface of the glass, has won wide acceptance 
as a means of individual identification, particularly in 
the dairy field. 

Development in closures has carried on, mainly in 
the direction of improving or elaborating upon exist- 
ing types. The greatest advances, however, have been 
made in those closures, such as tamper-proof types, 
which are applicable in the liquor field. The latter 
industry, too, has found acceptance for modernized 
metal foil and transparent cellulose labels, private 
mold bottles, colored glass containers, and set-up boxes 
as settings for gift packages. However, there is a 
marked tendency towards restraint in the design of 
liquor packages, the effect of the days before the pro- 
hibition era when the age of liquor and wines was 
judged to no small extent by the appearance of the 







package. Contrary to expectations, the acceptance of 
cartons, other than for gift or holiday purposes, has 
not met with the response in the liquor field which 
has been accorded them in other established indus- 
tries. Whether this condition will change remains a 
question in the minds of many because of an apparent 
resistance on the part of the producers, and an un- 
willingness to admit that retailers and consumers are 
concerned to the point of demanding the “auxiliary” 
package. 

In the collapsible tube field several innovations are 
to be noted. Certain specialties, such as undecorated 
types which are used to contain fruit and coffee pow- 
ders and require only a “pinch” closure, came into 
evidence. Likewise the “graduated” tube which _per- 
mits the user to extract a measured dose of the product 
has found adoption in the food and unguent fields. 
Another development of the year was a special closure 
designed to eliminate closure corrosion and soilage of 
cartons used to contain the tubes. 








Among the incidents which may be counted as “up- 
sets” in packaging circles was the announcement, mid- 
year, that one of the large producers was making a 
change in its coffee packaging from a can to a paper 
bag. However, the circumstances surrounding this 
switch were such as not to establish a precedent that 
would necessarily be followed by other coffee packers 
or other product packagers. It was clearly demonstrated 
that, due to the company’s planned delivery system, 
the paper bag was adequate for the purpose, and could 
be profitably adopted. Further than this, in the paper 
bag field, this type of container has shown a progressive 
trend in the development of greater protection, con- 
venience and more pleasing decoration. Metal foil 
bags became more firmly established for the packaging 
of certain perishable or easily affected food products. 

The increasing use of metal foil was evident in the 
label and wrap field, and many of the outstanding ex- 
amples of designs employed this product in plain, 
colored and embossed effects. Other materials, such as 
transparent cellulose and special papers, also advanced 
in adaptability to label use. 

As predicted last spring, box cover and lining papers 
evidenced a marked trend toward the use of foils in 
various weights, colors and embossings; cork and wood 
effects; plain enamel and high grade flints, and over-all 


and embossed designs. 


iquor packages should look old. 
rotective coatings tor cartons, 
labels and wrappings gain head- 
way. All types of containers pay 


court to the consumer 


L 
P 


Lacquers and varnishes as applied to cartons, labels 
and wrappings, constituted one of the real advances of 
the year, and the results obtained indicate a greatly 
increased use of these protective coatings in the future. 
Brilliance, added lustre, waterproofing, resistance to 
fats, oils, acids, alkalis and (Continued on page 210) 
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OMPETITIONS are as much a part of American 

life as games, motoring or radio advertising. Every- 
body is so used to them that now there are even contests 
restricted to blondes, brunettes, redheads, babies, twins, 
erandmothers, or left-handed-mothers-of-two-children. 
Yet, the very number of these contest promotions indi- 
cates that there are many virtues in this collective form 
of competition, virtues largely dependent upon three 
factors: the sponsorship, the purpose, and the method 
of conducting the particular competition. 

Particularly in the field of business—a field to which 
the contest is a Comparative newcomer—it is important 
to evaluate each such effort on the basis of these factors. 
For commensurate with the benefits which a_ well 
planned and justifiable competition can confer upon 
all participants are the dangers and actual losses of 
prestige which may result from poorly managed ones. 
Hence it is important, at this time, to re-evaluate the 
reasons for the All-America Package Competition and 
the basis upon which it is conducted. 

What, then, is the purpose of this, the first of all 
package competitions? Does it actually and directly aid 
the packager toward the improvement of his packages? 
The answer, we hold, must be an unequivocal “Yes!” 

sefore the beginning of the annual All-America 
Package Competitions, in 1931, the packager was reli- 
ant, almost entirely, upon his own ingenuity and the 
experience of his suppliers, in planning his packages. 
He possessed no single focus of trends and values by 
which to judge the quality of design, the value of new 
materials and devices. Nor had he any organized and 
accepted means of judging the effectiveness of any type 
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All-America for 1935 


or variation of package, as a package, apart from the 
other factors of distribution, advertising and promo- 
tion. Relying upon the most obvious means of judging 
a package, the records of sales, he found these other fac- 
tors hard to eliminate. And, short of sales records, the 
only other available methods of package judgment were 
the completely unreliable ones of personal interview, 
dealer questioning and staff opinions. 

Obviously, on this ground alone, by providing a 
central and authoritative focus for judgment of pack- 
ages and packaging trends, the All-America Package 
Competition justifies itself. 

But there are other factors of justification, too. The 
competitive instinct operates to better the work of 
hundreds of designers, suppliers and packaging-proces- 
sors who do their best for their clients and then do a 
little better because they hope for selection of their 
work for All-America recognition. For it must be ad- 
mitted that the creators of a winning package derive 
direct benefits from the approval of their handiwork 
by the All-America board of judges. 

The many advertisements of award-winner suppliers 
in this issue of MODERN PACKAGING testify to the recog- 
nition these suppliers have of the importance which 
winning an All-America award holds in the eyes of 
the package user, Thus a contest such as this places a 
premium upon better workmanship, greater ingenuity 
and advanced technique on the part of package ma- 
terial, machinery and parts suppliers; a premium which 
has already brought forth many significant advances in 
the art of packaging and which has produced many 
invaluable cost reductions and quality improvements 
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not only for the winning packagers put tor all other 
firms that package their products. 

In another sense, too, the All-America competition 
aids all packagers, non-entrants, entrants and prize- 
wiuners alike; for it, more than any other single factor, 
has acted as a means of bringing packages, as such, into 
the public eye. The competition is NEWS, spelled in 
capital letters, to millions of people. Hundreds of news- 
papers, throughout the country and in ever increasing 
number, report and analyze the results of the competi- 
tion, bringing before their millions of readers an appre- 
ciation of the value of well-planned packages as a part 
of the products they contain. Traveling exhibits of the 
winning packages bring to the attention of millions 
more in this country, in Europe and even in far away 
Australia, the fact that the package is important, that 
it is not an expensive and useless fol-de-rol but a valu- 
able part of the goods the public buys. As an educa- 
tional force, no other means has yet been evolved by the 
packaging industries which—in any like degree—reaches 
and influences so many millions of the very people for 
whom all packages, prize-winning and run-of-the-mill, 
are created. 

Thus, for the packager, for his suppliers and for his 
consuming public, the All-America competition oper- 
ates as a major focus of attention and effort for the 
improvement of the art of creating better packages— 
better looking, better selling and less expensive. 

But what about the way in which the contest is run? 
Is it really on the level? Is someone making a “good 
thing” of it? 

Here the very fact that the contest is sponsored by a 
firm which (because of its publishing activities) is so 
closely dependent upon its reputation in its field, serves 
to protect all contestants and to protect the integrity 
of the contest itself. The set-up of the contest, its board 
of independent and favorably known judges, its free 
entry rules, its class groupings, all insure against any 
possibility of any elements other than package quality 
entering into the selection of the award winners. 

It should be freely admitted that MoDERN PACKAGING 
does secure many additional pages of advertising as a 
result of the All-America competition, although this 
additional revenue hardly begins to cover the expenses 
incurred in holding the competition, creating awards 
and planning and handling the traveling exhibits, gen- 
eral publicity and other details. If anyone thinks of 
running a contest for profit, we can sincerely advise 
against the packaging field. 

Quite apart from the profit motive, it is of the great- 
est importance to ourselves as publishers, that the judg- 
ing of the contestants be something apart from our 
publishing activities. For only uninfluenced, reputable 
judges, without any possible private motives for mis- 
judgment, can protect our carefully built reputation 
among advertisers, potential advertisers and readers. 

This brings us to the last factor by which a contest 
such as this should be judged—the methods by which 
it is conducted. Here the constantly increasing number 
of entries which each passing year has produced, serves 
as a measure of the widest approval among packagers 
themselves. For there is no restriction upon entry other 
than that the package entered must have been intro- 
duced to the market during the preceding year. Small 
firms producing a single product may enter, without 
cost, on a basis of equality with the largest manufac- 





turers. Designers, package fabricators, package users— 
all are free to enter packages in the creation of which 
they have played a part. And thus, by making the con- 
test all-inclusive, we make certain that the best will be 
entered and the best will win. 

But suppose all packages were judged merely as 
packages? Suppose boxes were stacked against bottles, 
shipping cases against labels, cartons against displays. 
Obviously fine work in the less spectacular fields would 
be ignored in favor of the larger and more noticeable 
classifications. —The contest would lose meaning as a 
judgment of achievement. For this reason, each year 
has seen a further development of the classification sys- 
tem, not with the purpose of multiplying awards, but 
rather to make possible a sound judgment of excellence 
in each branch of packaging—an evaluation of each 
package against others of its own general type. 

Suppose, too, that each judge used only a mental 
calculation as his guide in valuing packages. One would 
be prejudiced in favor of superficial appearance as 
against practicability; another might choose the most 
costly over the more sensibly priced package, and so on. 
Thus, once again, our efforts and those of each suc- 
ceeding board of judges, have been devoted to devising 
a system of package evaluation which would include 
and weigh all the factors that go towards the making 
of a superior package. Appearance, shape, typography, 
originality, display value, convenience in use, protec- 
tion, adaptability to production—all these and several 
other factors are weighed and valued before any pack- 
age is chosen or rejected. 

Finally, there is the question of the experience and 
ability of the judges and of the composition of the 
board. The All-America Board of Judges, each year 
since 1931, has consisted of representatives of varying 
points of view, consumer, advertiser, retailer, manufac- 
turer and distributor. Moreover, each year a part of 
the board has carried over from the previous year. New 
blood brings fresh enthusiasm and a fresh viewpoint, 
older members provide a stabilizing influence and a 
tempered, experienced judgment. And in every in- 
stance, the ability and integrity of the individuals com- 
posing the board has been self-evident; all have been 
leaders in their own fields and accepted as such in the 
public eye. 

All of the foregoing may seem like a lengthy descrip- 
tion of a contest whose major justification is readily 
found in the high quality of each year’s winners and 
in the high proportion of these that have achieved per- 
manent sales success. Yet we believe it of importance 
once again to stress the motives, the methods and the 
sponsorship of this, the first and largest packaging com- 
petition. For only in the light of these facts can 
packagers and the general public evaluate the distinc- 
tion conferred upon the packages illustrated on accom- 
panying pages. 

These packages, already producing profits for thei 
sponsors, now stand forth in acknowledged leadership. 
Many of the firms sponsoring them will find the fact of 
winning, in itself, a means of gaining added sales. Be- 
cause the All-America competition has won such wide 
notice—among wholesalers, retailers and the general 
public—emphasis of the fact of winning has, in the 
past, been widely used in the dealer and consumer ad- 
vertising of many of the winning firms. While we have 
no possible objection to such promotional work, as it 
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spreads the influence of the competition and thus fos- 
ters its major aim of improving the art of packaging, 
we do feel that a word of caution is in order here. 
Winners and non-winning entrants—of this competition 
and of future ones—will appreciate the importance of 
stressing the fact that selection was made not by Mop- 
ERN PACKAGING, not by our editors nor by any other 
members of this publishing organization, but by the 
Judges of the All-America Competition. Theirs is the 
judgment, theirs the ability to judge and ours merely 
the sponsorship. 

lo those who did not win, we would suggest the fol- 
lowing mathematical computation as a means of tem- 
pering natural disappointment. “Given eight or nine 
thousand packages, almost all of them good and many 
hundreds of outstanding quality, but given only forty- 
two awards, how many extremely worthy packages must 
fall just short of winning recognition?” In other words, 
if your package won, it certainly must have been out- 
standing. But, if it didn’t win, it didn’t lose. For in the 
All-America competition, there can be no losers. 

\s a means of supplementing the factual information 
included with the special illustrations of the winning 
packages, and to furnish an insight to the “why” of 
each package, the following summaries are offered. 
Chey include statements received from entrants of the 
winning packages, interspersed with the findings of the 
judges, and present a brief work picture of what was 
sought and attained in each case. A study of these, it 
is believed, will be of great value and will, in many 
cases, establish methods of future package procedure. 


The Gold Award Winners 


Rockwood Candies 


The aim of the transparent cellulose bag line used 
by Rockwood & Company is to give eye-appeal and 
handiness in the selling of proven bulk items and to 
make possible sales of these items to outlets that can- 
not successfully handle bulk merchandise. The use of 
a transparent wrap enhanced the attractiveness of the 
goods and at the same time obtained maximum of visi- 
bilitv since the sale of chocolate to the consumer is 
usually made on the basis of eve-appeal. The thin lines 
around the bag achieve an effect of evenness and care- 
ful packing thereby increasing the value of the item 
for the consumer. Investment in this type of package 
has been amply repaid by the volume of turnover it 
has produced on counters and display racks. 


Golden Gate and Percale Sheets 


Through the use of pastel colors on the Golden Gate 
and Percale sheet and pillow case cartons, the outside 
of the boxes reflects the superior quality of the merchan- 
dise. Further, the sales of the sheets were stepped up by 
packaging six units per box. The use of printed trans- 
parent cellulose as a full interior protection around the 
six sheets makes the multiple unit box a counter sales- 
man. The customer inspecting the sheets on the retail- 
er’s counter can lift the protective flap to feel the texture 
of the sheets, and, if necessary, lift out the merchandise 
for complete inspection. Yet the sheets on display are 
given full protection from dust and ordinary soilage 
and this wrapping also carries the brand identification 
burden once the box lid is removed. 


Flit Powder Sprayer 

The Flit powder sprayer package was developed to 
afford a convenient means of applying the powder and 
eliminate the need for a separate spray gun and _ the 
bother of filling into a separate sprayer. It cannot be 
refilled. The user simply breaks the seal which is af 
forded by the label, removes a seal placed over a smal! 
perforation on the end, and operates—with a pum} 
motion—to obtain the spray effect. The color scheme 
and decoration are similar to those used on the familiar 
Flit (liquid) can—thus enabling identification. 


Cooper Shave Organizer 

The Cooper “shave organizer” presents a practical 
container for a completely assembled razor, a package 
of new blades and a safe depository for used blades. 
This package was designed from a merchandising angle 
—the utility value of the case under home conditions 
was the first consideration. Its upright design makes it 
distinctly practical because it will stand on the narrow 
ledge of the wash basin while in use and occupies but 
half the space of the usual razor set on the bathroom 
shelf. The “shave organizer” consists of a cover, center 
and base all molded at one time and in a three-piece 
mold. The base fits snugly. The cover fits with close 
tolerance but is easily removed. This manner of con- 
struction permits an attractive combining of color, with 
the base and cover in pleasing contrast with the main 
body of the case. The Cooper “shave organizer” found 
an immediate consumer acceptance, large retail and 
chain organizations reporting a heavy demand for it 
during the Christmas shopping season. 


Trommers White Label Beer 


Desiring to protect its market with a no-deposit, no- 
return package, John F. Trommer, Inc., adopted the 
Stubby bottle for its White Label beer which has been 
on sale for many years. White Label sells both whole- 
sale and retail at a higher price than ordinary beers. In 
line with the quality status of the beer, it was necessary 
to present a package to the consuming public consistent 
with the price asked for the merchandise. The white 
label on the standard bottle was given an oval shape 
to adapt it to the new bottle, Sales since the introduc- 
tion of this package early in October have increased 
consistently, in spite of a minimum advertising effort 
on this particular package. 


Fels Naptha Soap Chips 

In packaging Fels Naptha soap chips, Fels & Com- 
pany was faced with many difficult problems in pack- 
aging that product because of its naphtha content. It 
seemed desirable to market the new product in a pack- 
age with a dispensing device, so, after much experi- 
menting, a box which settled that problem was _per- 
fected. The company then considered how best to wrap 
or print the package and finally decided that the box 
would have to be wrapped in a wax coated stock to 
keep the naphtha content intact. The design for the 
Fels Naptha soap chips wrapper is a modern version 
of the bar wrapper which has been unchanged in the 
past 35 years. 
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Fountain Cleaner 


Sought for, and attained, in the fountain cleaner 
package adopted by the U. S. Manufacturing Company 
were: Facility of use; a neat and efficient as well as dis- 
tinctive appearance, and the necessity for ease of tube 
replacement as well as a certain amount of display value 
for the outside carton. 


Ballantine’s Ale and Beer 


The aims and objectives of the packages for Ballan- 
tine’s ale and beer have been to utilize the advantages 
of the can (lighter than bottles, easier to carry, take up 
less storage space in refrigerator, etc.) yet develop an 
appearance as distinct from canned foods, etc., and ap- 
propriate for beer and ale. Hence the copper color, 
which it is believed results in an attractive appearance 
and a container suitable for the table. 


Trim-iT Icing 

Pan’s Trim-iT icing is a new product, designed espe- 
cially for the housewife for decorating cakes and cookies 
for any and all occasions. Packaged in a collapsible 
tube which has a special opening or lip, this product 
can be conveniently applied to cakes and cookies. 
Trim-iT has been but recently offered to the public so 
that sales records are unavailable, although jobbers 
report a most favorable acceptance. 


Jameson Irish Whiskey 


To produce a really attractive and acceptable Christ- 
mas gift of medium price, which would commend itself 
to people who might otherwise not consider liquor as 
a suitable present, was the primary objective of the 
Jameson Irish Whiskey package. To accomplish this, 
certain requirements had to be fulfilled. First, the pack- 
age must be a thing of value and good taste, which one 
would be proud to give, and which would do justice 
to the fine old Wm. Jameson liqueur whiskey it was 
to contain. Second, it must be different from the ordi- 
nary run of packages, striking enough to stand out in 
a crowd, and in keeping with the occasion for which 
it was designed, and the country of which it is a prod- 
uct. Finally, it must be something of lasting value, 
which could be kept and used after the whiskey itself 
had been removed. The package naturally assumed a 
further characteristic of advantage to the trade, namely, 
its great window display value, and its capacity for at- 
tracting customers into the retail package store. The 
phenomenal results achieved by “An Old Irish Cus- 
tom” more than justified the time and effort spent. 


Terminal Cosmetics 


Terminal cosmetics are sold only through the shops 
of the Terminal Beauty Salons, Inc. In developing its 
packaging, the idea was to produce as uncommercial 
looking a package as possible; one which, when on the 
purchaser’s dressing table, would look as though it 
had been designed and made especially for her. With 
this in mind, the Terminal monogram was made to 
look as much like a conventional design as possible. 
The color scheme was chosen, also, with an eye to get- 
ting something which would be effective both in the 
shops, and against the background of bed or bathroom. 





The firm name is used only on the direction labels on 
the bottom of jars and bottles. It is too new a line to 
say much about sales, but in the first two months since 
the new package has been adopted, cosmetic sales have 
almost tripled. 


Androck Kitchenware 


The purpose of Androck kitchenware display was to 
show an assortment of limited size, but reasonably com- 
prehensive in range of items, which would be a good 
sales package for the jobber to sell to the hardware and 
house furnishing dealer. It provides a well-designed dis- 
play fixture, modern in its appearance, which together 
with the display cards presents this new line in the cor- 
rect atmosphere to the ultimate consumer. The kitchen- 
ware was designed by Henry Dreyfuss. One of the im- 
portant features of the display rack is the fact that the 
hooks are so constructed that the spacing is adjustable 
to fit the widths of the products that are hung on the 
hooks. It is too early to give a report on the results 
except to say that after a two weeks’ campaign more 
than 50 per cent of the entire quantity set up as a 
quota was sold. 


Aero Carboy 

The advantages of the Aero carboy over existing 
types of carboys are as follows: Rubber blocks (8 to 
each box) provide safe cushioning for the bottle, re- 
ducing the rebound from shock; changes in tempera- 
ture will not affect the cushioning nor change the 
rebound qualities of the rubber cushion blocks; the 
application of pressure and the location of the cushions 
on the bottle are automatically adjusted by the inser- 
tion of the shims in grooves in the corner posts and 
cushion frames; the cushions suspend the bottles at the 
strongest points—the curves of the upper and lower 
shoulders; Aero packing is designed to allow a safe 
rocking movement of the bottle. The rugged construc- 
tion of the box and corner cushion frames and the 
indestructible quality of the rubber cushion blocks (the 
blocks can be reclaimed and used indefinitely), insure 
safe transportation and a saving in packaging costs that 
shippers will appreciate. 


The Silver Award Winners 
Pilgrim Rum 

The new Pilgrim Rum package serves these pur- 
poses: First: A special Pilgrim rum bottle of its own 
design and lettered with the name of the concern and 
the date of its establishment. Second: In clear or flint 
glass in order that the product may be shown to its 
fullest advantage and carrying more eye appeal than 
the old package. Third: The bottie is designed to take 
into consideration manufacturing difficulties and to give 
as strong a bottle as possible. Fourth: The change in 
the label, although a large step, retained some of the 
elements of the original label so that not too great a 
change or improvement was made and the consumer 
was able to directly connect the two together. Fifth: 
In order to facilitate the opening of the secondary seal, 
a pilgrim hat booklet or tag was attached which con- 
tained five (5) specific, thoroughly tested recipes of the 
product and aided in opening the bottle. 
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Pinaud Toiletries 

In redesigning of the Pinaud line one of the impor- 
tant considerations was the necessity of retaining the 
essential character of the old line which was well estab- 
lished in the trade. It was also necessary to create 
packages which would not be outmoded by fads and 
fashions. For this reason many of the characteristics of 
the old line were maintained, such as the signature and 
trade mark which appear on most of the packages. 
These, however, were restyled to harmonize with the 
new changes. Although the essential features of the 
packages are the same, the treatment and layout are 
varied to suit the special need of each particular pack- 
age. Thus a harmonious family group is attained. 


Perfect Circle Piston Rings 


For many years prior to the announcement of Per- 
fect Circle X-go Piston Rings, the color scheme of most 
of the Perfect Circle containers was black and silver. 
Ihe new packages employ black and one other color— 
red for piston rings, blue for compression rings, orange 
for oil rings—so that easy identification is possible. With 
each can a complete instruction sheet for installation 
is enclosed. Size information is also imprinted on the 
front of the can. 


Suchard Chocolate Bars 


The Wilbur Suchard chocolate bar wraps were de- 
veloped to produce a high lustre sleeve on which any 
color, or colors, could be used and yet not have any 
odor, which is a factor of considerable importance in 
the wrapping of chocolate. With paper it has been 
found extremely difficult to print certain colors with- 
out having a very objectionable odor. In addition to 
the above, it considerably improves the appearance of 
the item. This material lends itself very favorably to 
machine wrapping, the machine being 
equipped with an electric eye for proper registration. 


automatic 


Rel Head Cold Jelly 


The packaging problem in connection with Rel 
Head Cold Jelly was to make it close enough in ap- 
pearance to the company’s other product “Rem” so as 
to suggest their family relationship, and yet not to be 
so similar in shape or looks as to possibly cause con- 
fusion in the trade. Rem is suggestive of “remedy,” 
Rel is suggestive of “relief’—and the packages of both 
these items are suggestive of one another. The quick- 
ness with which Rel has been accepted by the public 
is due in a considerable degree, the company feels, to 
the dignity, restraint and quality look that has been 
incorporated in the package. 


Be-Mo Potato Chips 


The metal foil package used by the Be-Mo Company 
reduced losses due to moisture to a great extent, in the 
wettest season in recent years, and the rancidity factor 
has been practically eliminated by the package keeping 
the chips from exposure to light. While appeal of the 
chips showing through the former transparent bags was 
lost, the company claims it has gained greater sales 
appeal from the flash of the design on the silvery pack- 
age, and added value to the trade name. 
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White Knight Soap 

Kerk Guild in its White Knight package has pio- 
neered in a new type of adult soap merchandising. In 
this package not only are value and quantity stressed 
but the effort is made to sell it not alone on its obvious 
value but from its artistic appeal. It was originally 
planned to pack this in a suede paper carton but it 
was found that the suede showed the powder from the 
soap too easily, especially in black. Hence the varnished 
wrap. Also is was planned to have the bars arranged 
in a prosaic manner but upon experimentation it was 
determined that the present arrangement gave an ap- 
pearance of more soap and the division by simple black 
cardboard inserts gave the effect of a much more 
elaborate package. 


Lamson & Sessions Hardware 


The regular Lamson & Sessions line of bolt and nut 
products, primarily sold in cartons by and to the hard- 
ware and mill supplies trade, is just now being intro- 
duced to the trade in new packages—the only radical 
change in bolt and nut packaging in 75 years. The new 
package has trade mark value, can be protected against 
infringement, and is distinctive in a line that has little 
otherwise to distinguish it superficially. In addition to 
improved appearance, the package is much stronger, 
the printing of the design requiring a better surface 
and thereby a stronger sheet of paper stock. For the 
first time a bolt and nut products package can be said 
to have “eye appeal.” 


Princess of Hollywood Cosmetics 

The Princess of Hollywood cosmetic line was created 
to interest the largest syndicate chains. It is a line that 
really could be retailed at higher prices as everything 
about it is rich in appearance, thus creating a desire 
to purchase at once. This is the first time, it is believed, 
that a Western company has been able to interest the 
largest syndicate firm in this country, and it has met 
with immediate success wherever it has been presented. 


Beech-Nut Products 

The aim of the Beech-Nut Christmas package was 
to obtain an attractive box that could be used for gift 
purposes and also have a utility value. Furthermore the 
box had to be sturdy enough and of the right size to 
contain a good assortment of the company’s major 
products. That these requirements were complied with 
in this package is manifestly evident. 


Desirez Moi Perfume 

The Desirez Moi perfume package provides a re-use 
to the purchaser. The base becomes an ash tray when 
bottle is removed, while the top is inverted to form a 
cigarette holder. Black and frosted glass combine to 
present something not only very unusual, but some- 
thing best expressed by the description “intriguing”— 
feminine, and in keeping with the product. 


Haines CeBrook Ice Cream 


An insulating liner for corrugated board ice cream 
shipping containers which would eliminate certain in- 
herent weaknesses in the corrugated inner liners gen- 
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erally used, is the outstanding feature of the Haines 
CeBrook ice cream pail. By means of this, the following 
advantages were obtained: Maximum insulation with 
minimum bulk; one-piece construction for ease in as- 
sembly and reduction of storage space; moisture-proof- 
ing to eliminate weakening of outer carton through 
condensation; vapor-proofing to retard escape of carbon 
dioxide gas and thereby reduce dry ice consumption. 


Moyer Copper Bands 

For years copper bands have been sold to dentists in 
paperboard boxes, which were partitioned. When the 
paper box was in use about six months, the partitions 
began breaking, so the various sizes were constantly 
being mixed. A molded plastic container, with a gauge 
attached, solved this and other problems for the J. Bird 
Moyer Company. By means of this chest or box the 
dentist’s assistant can always keep in view a copper 
band of the proper size, which the doctor can pick out 
or off the peg, to fit the proper size tooth without any 
confusion. In addition to this, the stock is always in 
view and may be replaced when the various sizes run 
out. The new boxes have taken like wildfire, states 
the company. 


The Bronze Award Winners 
3-in-] Furniture Polish 

In the 3-in-1 Furniture Polish package it was de- 
sirable to incorporate certain recognizable features of 
an already established, although different, product. 
That this was accomplished and presented with modern 
interpretation, at the same time incorporating con- 
venience for the use of the product, is evident from 
the illustration shown of that package. 


Abbott Mineral Oils 


Due to the fact that Abbott Laboratories does not 
advertise directly to the laity, one of the most potent 
means of securing Abbott preference is through attrac- 
tive packaging. The bottle itself, with its patented 
pour-lip feature, is particularly adaptable to the prod- 
ucts. The inner pour surface of the bottle is of the 
correct angle to allow pouring without gurgling and 
splashing. The overhanging lip eliminates drip onto 
the outside of the bottle and label. The air-tight screw 
cap, which protects the lip from all dust and dirt, is 
large enough to permit easy removal. The label with 
its reverse bands at top and bottom is very effective 
for display. The different backgrounds used make the 
products readily distinguishable. The small amount of 
copy on the face of the label gives a clean, modern im- 
pression. The balance of the copy appears on the back. 
The colored transparent cellulose wrap gives the final 
decorative touch to both bottle and label, the result of 
which has rewarded the company with increased sales 
on these products. 


Calico Pack Marshmallows 


One of the first to adopt printed transparent cellulose 
bags for the packaging of marshmallows, the E. H. 
Edwards Company has progressed far in building ap- 
petite appeal through the use of attractive and conse- 
quential designs. In the Calico Pack there is the 


suggestion of goodness of product, and a display value 
that cannot be denied. 


Cresca Fruits 

Objective of the Cresca fruit package: To market a 
highly competitive fruit pack with design so distinctive 
and suggestive of the product as to gain immediate con- 
sumer attention and preference. The method of mer- 
chandising is neither new or original; the treatment, 
however, invests it with a uniqueness that has well 
repaid the effort in developing this design. 


Horder Typewriter Ribbon 


The color scheme for the Horder typewriter ribbon 
box is in keeping with the color scheme used in the 
Horder carbon paper box. The seal idea is also used 
on the outside top of the container to designate the 
different grades. Inside top cover is fitted with a metal 
mirror. A powder sifter is placed in the inside of the 
box. What was formerly just a useless box, after a 
ribbon was removed, has been transformed into an 
attractive powder box. The success of this package lies 
in its double barreled appeal. The boss likes its ap- 
pearance and the protection it gives the merchandise— 
the operator likes the powder box feature. A steeply 
mounting sales curve tells the story. 


Gorham Silverware 


The Gorham Streamline chests were made for point 
of sale display of presentation containers for plated 
silverware, and sold by retail jewelers throughout 
America with 26-, 34- and 58-piece services. Attention 
by consumers through windows and on counters was 
sought and substantially acquired. While Streamline 
was by no means the first silverware chest produced by 
Gorham for this purpose, its sales to date have been 
outstanding, thousands having been sold since its in- 
troduction in the original lavender color which last 
Christmas was changed to holly red for seasonal sale. 


Schultze Fruit Cake 

The Schulze fruit cake box was designed primarily 
to save 3314 per cent in cost over more expensive 
boxes. The box fulfills this objective perfectly, but is 
handicapped somewhat in selling, due to the fact that 
the lids were never as effective as they could have been. 
However, the box sold well at retail, the Schulze com- 
pany running out of these boxes before the Christmas 
season was over. 


Valvoline Petroleum Jelly 


In the design of the Valvoline petroleum jelly pack- 
ages, the arrangement and proportioning of color 
masses tend to emphasize the length of the tube. One 
color design aids in promoting legibility and identifica- 
tion of product. By the use of almost identical design, 
printed in different colors, the form ties each product 
in with the company trade-mark and the color identi- 
fying the product. In form, the closure is novel, avoid- 
ing the “mushroom” appearance of the standard 
collapsible tube cap. In addition, the form permits the 
use of a wide bevel inside the cap which facilitates the 
mating of cap and neck threads. 
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Majestic Line Notions 


The notions department, while one of the most 
profitable, has been a neglected child in many depart- 
ment stores for years, and with most notions counters dis- 
playing a conglomeration of uninteresting packages, the 
appearance of an entire line of packages all uniform in 
design and color will make quite an impression. This 
conclusion, having been reached by Butler Brothers, 
resulted in a modernization of design. Thus, more em- 
phasis was placed on the name of the item and not 
so much on the Majesty trade name. The finally ap- 
proved design was adapted to one package. Then color 
proofs were supplied all the other manufacturers, with 
new designs and instructions for tying in. It is too early 
to point to any specific results in sales, but the effect 
of the new packages on the company’s own sales organi- 
zation and merchants who have seen the first new 
packages, has been exhilarating. 


White & Wyckoff Stationery 


A number of considerations enter into the selection 
and development of stationery packages. They must 
include eye appeal, practicability, quality, and they 
also must be priced in popular retail price groups. 
Additional features which add to their desirability and 
to their success are novelty containers, which provide 
a double utility or re-use package. These elements have 
been successfully combined in the portfolio and double- 
lid boxes of White & Wyckoff Manufacturing Company. 


Standard Brands Spice 

Convenient in size and use, the pumpkin pie spice 
packages, which were introduced by Standard Brands, 
Inc. in the fall of 1935, exceeded expectations in sales. 
In design and color the package bespeaks the atmos- 
phere and season which the product denotes. 


Arkady Dough Conditioner 


Arkady—a product of Standard Brands, Inc. is an 
especially hygroscopic and delicate material, and sensi- 
tive to varying conditions of temperature and humidity. 
In holding such a delicate food commodity in a stabil- 
ized condition for long periods, it became self-evident 
that heavy duty multi-wall bags closely approach the 
ideal container for it. Rigorous less than carload ship- 
ping tests of these bags filled with 100 lbs. of Arkady, 
have shown a splendid ability to meet the hazards of 
transportation. The company is now able, for instance, 
to ship this commodity to the Pacific Coast via the 
Panama Canal, where formerly they had to make ex- 
pensive all-rail shipments. Shipments in leaky freight 
cars or trucks may now be made in absolute safety with 
these containers. 


Ever Ready Flashlights 

In the Ever Ready flashlight displays, the silver 
backgrounds and arched backs serve to focus attention 
on the merchandise. The latter, displayed at advan- 
tageous angles tells a forceful sales story. Color selection 
and its arrangement are such as to suggest the utility of 
product, as well as affording an attractive setting. 
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Machinery and Equipment Awards 


Two awards only were made in the Machinery and 
Equipment Group: To the Charles B. Knox Gelatin 
Company, the gold award; to the Emerson Drug Coin- 
pany, the silver award. Floor plans of both, together 
with certain plant views will be found elsewhere in 
this issue. The following are summaries of each opera- 
tion at the award winning plants: 


Knox Gelatin Plant 


The cartons packed with the Knox Jell emanate 
from a number of envelope filling and cartoning ma- 
chines, known as satchel-bag packaging machines. From 
these the filled cartons emerge on a belt conveyor pro- 
vided with lanes as shown in the blue print. These 
lanes convey the cartons into the collecting device at 
the right hand end of the belt conveyor. The cartons 
travel into the collector in a number of lanes equal 
to the number of carton machines in operation, and 
emerge from the collecting machine to be conveyed 
on the feed conveyor in two lanes. On this feed con- 
veyor they are passed to the bundling machine. 

The bundling machine accumulates and bundles 
twelve cartons, wrapping them with a piece of kraft 
paper and pasting a sealing label on both ends of the 
package. An operator at the discharge end of the 
bundling machine places three bundles of twelve car- 
tons each in a shipping container, the bottom and top 
of which is unsealed and places the container on a 
conveyor which, by gravity, transports the container 
to the front of a sealing unit, where the containers are 
perfectly glued and sealed. 

The sealed shipping container emerges from the 
discharge end of the sealing unit and enters a printing 
machine which prints the flavor of contents on the 
shipping container. The type on this machine is readily 
changed from one designation to another. From the 
printing machine, finished shipping containers are con- 
veyed to the stock or shipping platform. 


Bromo Seltzer Plant 


Packaging of Bromo Seltzer at the plant of the 
Emerson Drug Company consists of the following op- 
erations which are performed on three lines, separate 
up to the point where the individual packages are 
wrapped in bundles and conveyed to the case sealing 
machinery. For the filling of the small size bottles, a 
volumetric filler, operating at the rate of 60 per minute 
is used; for the larger sizes, a six-scale, high-speed, net 
weight weigher and filler, also operating at 60 per 
minute. Following the capping and labeling of the 
bottles, they are carried by double and triple belt con- 
veyors to the cartoning units of which there are three, 
each delivering three hundred gross per day. The com- 
pleted cartons then travel to the bundling units and 
thence to the case sealers. 


Turn to the glossary “The Roll of Honor” on page 123 for 
further information concerning the winning packages in the 1935 
All-America Competition. Here will be found the names of the 
companies to whom those honors have been accorded, also a list 
of the designers and material and equipment suppliers who co- 
operated in the production of the packages. 
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And the judges said 


NTERESTING indeed would be a record of all the 

remarks made by the judges of the 1935 All-America 
packages, as they undertook the task of selecting the win- 
ners—picking and choosing the outstanding packages 
from a collection of over eight thousand. But such a 
record was not kept and, even if it had been, space in 
this issue would not permit more than an abstract of 
those deliberations. But—and you may take Moprern 
PACKAGING’s word for it—there was ample argument, 
long and even heated discussion of mooted points be- 
fore each decision was reached. 

Each winner of an award can be certain that his 
victory was not easily won—the result was the outcome 
of careful thought on the part of the judges, and a study 
of the package from every possible consideration. No 
less was the attention given to a study of the “runner 
ups,” and in many instances it was “touch and go” for 
point supremacy between these and the actual winners. 

Allowing a lapse of a few days after the competition 
closed, MODERN PACKAGING requested a statement from 
each of the judges for publication. (It would have been 
heartless to have made such a request at the completion 
of the judging—for the job was a gruelling one, and each 
was quite exhausted when the last package was “in the 
bag’). ‘These statements follow: 


“The packages that competed in the 1935 All-America 
Package Competition were, to my mind, the best col- 
lection of packages I have ever seen gathered together 
for such a purpose. 

“Most impressive to me was the obvious fact that 
packaging has come of age. The freak construction, 
the tricky but impractical opener, the futuristic design as 
well as the very precious design were missing. 

“In their place was plenty of evidence of a cunning 
analysis of the problem in hand, and an ingenious solu- 
tion skilfully worked out. ‘This year particularly the 
construction of the packages, their adaptability to the 
product and their usefulness in solving the packaging 
problem was most marked. There was plenty of evi- 
dence of good taste and on the whole the packages were 
most attractive to the eye. 





“In looking over all the packages you could not help 
but feel that here were containers that had been devised 
by people who knew what they were about.” 


Vayu ec tite | 

“When all the problems of distribution and merchan- 
dising statistics were discussed, I was probably a little 
wide-eyed with wonder about their pertinence, since 
the only questions on which I had any feeling were 
those of whether the packages had enough eye appeal 
to lure me into buying, whether they suited the con- 
tents either from a utilitarian or from an artistic point 
of view, and whether they had any possible function or 
re-use value after the contents were used. 

“I don’t want to dither in generalities such as ‘pack- 
ages are more fascinating this year than ever before.’ 
They are, certainly, but that is a self-evident fact. More 
artistry has been brought to bear; color psychology has 
been studied; disfiguring advertising matter has been 
more and more eliminated; packages have been more 
considered not only as a container for transportation 
but also as an ornament for continued use during the 
life of the contents and subsequently. Modern materials, 
plastics, etc. have come into their own. The very fact 
that you could collect about ten thousand packages with- 
out creating the effect of a junk shop is sufficient evidence 
that packaging is becoming a modern art. 

“From my point of view—that of the consumer who 
isn’t influenced by, or doesn’t even know the problems 
of the manufacturer—there is still room for improve- 
ment in many of the entries submitted. From the stand- 
ard of eye-appeal alone, there are still too many sickly 
pastels or indeterminate colors or color combinations. 
And even where stark eye-catching colors have been 
used they are frequently so messed up with a lot of ad- 
vertising blurbs bragging about the supremacy of the 
contents that people will not stop to read—or that would 
not be convincing even if they did. This criticism ap- 
plies even to cartons which are discarded at once, and 
infinitely more to containers which must be in constant 
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use on one’s shelves. Women are becoming increasingly 
egotistical in the sense that they want their dressing 
tables and pantry shelves to be as personal as possible 
—to be as ‘exclusive’ as possible. What I’m trying to 
suggest is that they want jars, bottles and containers to 
look as though they had been made for those particular 
women only, and not for just any consumer. A bottle 
of vanilla, for example, would have more appeal to the 
consumer if it were gracefully shaped and were labeled 
only ‘Vanilla’ (with the manufacturer’s name incon- 
spicuously placed as a concession) instead of something 
like this: ‘Smith’s Superfine Vanilla, the Only One of 
its Kind, With no Peer, etc.’ This is a bad example, 
perhaps, but you get the idea? 

“And more ideas are wanted in the plastic packaging 
field. ‘This is a wonderful medium with its re-use po- 
tentialities, but the field needs more originality. There 
are too many cigaret boxes or ash trays, and too few more 
ingenious gadgets. And plastics are still too taken with 
the idea of imitating something else—ivory, let us say. 
When it stands on its own feet and boasts about its own 
intrinsic properties instead of being an ‘imitation’ or 
substitution, it will have achieved its purpose. It is 
distinctly a modern material, and should be treated as 
such, with simple functional lines incorporated in con- 
tainers for which a plastic material is best suited.” 


ony Santina 


“Each and every group of packages submitted to this 
year’s All-America Competition was a real object lesson 
in the progress which has been made during the past 
year in improvements both in the style and utility of 


modern packages. 

“Each group included many excellent packages; noth- 
ing more need be said regarding the merits of those pack- 
ages which won the awards, as the packages will speak 
for themselves. But I believe that something might 
well be said about those packages which did not receive 
an award, as many of them were likewise outstanding, 
and it seems certain that they must meet with consumer 
acceptance and success during the coming year. 

“In competition where so many packages are entered, 
no designer or sponsor of a package that fails to be 
among the first three packages in the group should feel 
any sense of injury, as in spite of the large number of 
packages which were entered in every group, each and 
every package was given consideration by the judges 
who took their task and responsibility seriously, and 
cast their votes in accordance with their best judgment.” 


“One of the most impressive elements of the 1935 
All-America Package Competition is the evident in- 
terest indicated by the truly appalling number of entries. 
Under the circumstances, it made me, serving as a judge, 
very conscious of my responsibility. However, I feel 
that the display of the packages was arranged so care- 
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fully and impartially that the ultimate selection of the 
judges must truly reflect their combined appraisal, and 
those packages which merited awards can justly be con- 
sidered outstanding. 

“I regret that all entrants did not give factual data 
in regard to their entries on the back of their blanks, 
and I believe it would be advisable in future competi- 
tions to eliminate entries where this instruction is ig- 
nored. 

“TI also think it would be interesting to have a state- 
ment as to whether the entry is handled by automatic 
machinery in production—not to eliminate from con- 
sideration packages that require hand operation or hand 
construction, but to more properly appraise the advance- 
ment in mechanical production methods or equipment 
and to emphasize in the minds of the judges such ad- 
vancement to the same extent as is obvious in art work 
and design. 

“In general, I believe the packages selected this year 
for the All-America awards are as representative a 
group as have been so selected in the past. I was dis- 
appointed that more brewing companies did not make 
entries and thus indicate more forcefully the remark- 
able development that the beer can reflects. “The con- 
test, as a whole, however, resulted in an excellent exhibit 
of ingenious design, and colorful art work.” 


| Mie rib Ph 


“Every marketing executive should have a chance to 
examine the entries in the 1935 All-America Packaging 
Contest. It is a grand eye-opener on what can be done 
to add ‘sell’ to any package even if it’s for the most 
hum-drum product. This year’s competition showed an 
abundance of smartness and style—also a very positive 
trend toward increased package utility. That is to say, 
packaging with the primary thought of helping the 
buyer to conveniently consume the contents. 

“Intelligent packaging is sure to play a bigger part 
in winning consumer favor during the next few years. 
And this is the one phase of marketing that manufac- 
turers seem to have neglected most because progress in 
packaging certainly hasn’t kept pace with the advances 
made in printed advertising and salesmanship. But the 
erstwhile package orphan is growing up and howling 
for attention. 

‘Marketing executives should be awake to the count- 
less new developments and devices that are popping up 
on every hand. Naturally, it is impossible for them to 
examine all of the entries in a nation-wide package con- 
test. But if they want to keep the other fellow from 
getting a jump ahead, their next best insurance is con- 
centration on each monthly issue of MODERN PACKAGING 
for advance knowledge on trends and new packaging 
possibilities.” 
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ALL-AMERICA 


PACKAGE COMPETITION 


GOLD AWARDS 





KAY AUSTIN 


. 


VAUGHN FLANNERY 


GEORGE R. WEBBER 


WILLIAM M. BRISTOL, JR. 


GORDON C. YOUNG 


THE JUDGES for each All-America 
Competition form one of its most im- 


portant elements. This year was no 


exception—in fact, it ranks unusually 


high in two basic respects: 

First, comes the high calibre of the 
judges themselves — representing 
years of business skill plus previous 
experience in rating many different 
kinds of products and packages. 

Second, the thorough-going manner 
in which all entries were evaluated 
this year —the conscientious consider- 
ation given by the judges to all the 
many factors entering into this Com- 


petition. 
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GOLD MEDAL 
BAGS AND ENVELOPES 


ROCKWOOD AND COMPANY 


THE 1935 ALL-AMERICA PACKAGE COMPETITION 


GOLD MEDAL 
FOLDING CARTONS 
MARSHALL FIELD AND COMPANY 
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FIBRE CANS 
STANCO INCORPORATED 





THE 1935 ALL-AMERICA PACKAGE COMPETITION. 


GOLD MEDAL 
MOLDED PLASTIC CONTAINERS 
COOPER & COOPER, INC. 
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GOLD MEDAL 
GLASS CONTAINERS 
JOHN F. TROMMER, INC. 
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GOLD MEDAL 
WRAPPINGS 
FELS AND COMPANY 
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GOLD MEDAL 
MISCELLANEOUS PACKAGES 
U.S. MANUFACTURING CORP. 
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GOLD MEDAL 
METAL CONTAINERS 
P. BALLANTINE & SONS 
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GOLD MEDAL 
COLLAPSIBLE TUBES 
NATIONAL CANDY COMPANY, INC. 
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GOLD MEDAL 


SET-UP PAPER BOXES 
WM. JAMESON & CO., LTD. 





THE 1935 ALL-AMERICA PACKAGE COMPETITION 





GOLD MEDAL 
FAMILY PACKAGES 
TERMINAL BEAUTY SALONS, INC. 
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THE 1935 ALL-AMERICA PACKAGE COMPETITION 


GOLD MEDAL 


DISPLAYS 
THE WASHBURN COMPANY 








GOLD MEDAL 
SHIPPING CONTAINERS 
AMERICAN CYANAMID 


& CHEMICAL CORP. 
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SILVER AWARD FAMILY PACKAGES PINAUD, INC. 
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SILVER AWARD 
COLLAPSIBLE TUBES 
PHARMACEUTICAL CO. 


SILVER AWARD 
BAGS AND ENVELOPES 
THE BE-MO COMPANY 





SILVER AWARD 


FIBRE CANS | 
PERFECT CIRCLE CO. Ss 





























SILVER AWARD 
WRAPPINGS 
WILBUR SUCHARD: 
CHOCOLATE CO. 
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SILVER AWARD = SET-UP PAPER BOXES KERK GUILD, INC. 


















































SILVER AWARD  FOLDINGCARTONS THE LAMSON & SESSIONS CO. 
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SILVER AWARD 
METAL CONTAINERS \ § 14 4¥@ 
BEECH-NUT PACKING CO. oR 


SILVER AWARD 
MISCELLANEOUS 
PACKAGES 


FREDERICK STEARNS 
AND COMPANY 


SILVER AWARD 
SHIPPING CONTAINERS 
"HAINES CEBROOK 
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SILVER AWARD 
h OLDED PLASTIC 
CONTAINERS 


THE J. BIRD MOYER 
COMPANY, INC. 
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SILVER AWARD 
MACHINERY 
EMERSON DRUG CO. 


THE 1935 ALL-AMERICA PACKAGE COMPETITION 














F AL) 
AMERIC ‘ 


PACK Ak + 
,OMPET| ie , 


Ke 244 


SPORSORED RY 
“MODERN 





— 7 ee PACK AGING 
| 
| 
Y 





THE 
| a 
ALL-AMERICA 








PACKAGE COMPETITION 


BRONZE AWARDS 









































BRONZE AWARD 
FOLDING CARTONS 
THE A. S. BOYLE 
COMPANY, INC. 


BRONZE AWARD 
GLASS CONTAINERS 


ABBOTT 
LABORATORIES 
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BRONZE AWARD 
BAGS AND ENVELOPES 
E. H. EDWARDS COMPANY 
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BRONZE WRAPPINGS CRESCA COMPANY 





























BRONZE AWARD METAL CONTAINERS HORDER'S INC. 


BRONZE AWARD 
MISCELLANEOUS PACKAGES 
GORHAM MFG. COMPANY 












BRONZE AWARD 
MOLDED PLASTIC CONTAINERS 
SCHULZE BAKING COMPANY 














BRONZE AWARD COLLAPSIBLE TUBES 
VALVOLINE OIL COMPANY 








BRONZE AWARD 
FAMILY PACKAGES 
BUTLER BROTHERS 


BRONZE AWARD 
SET-UP PAPER BOXES 
WHITE & WYCKOFF 
MFG. COMPANY 





BRONZE AWARD [FIBRE CANS STANDARD BRANDS INC. 
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SHIPPING CONTAINERS 
STANDARD BRANDS INC. 
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Selected by the judges of the 1935 All-America, the 


llowi packages receive the Gold, Silver and / 
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Bronze Awards. These are listed in the order in which 


they are illustrated in the foregoing section. The desig- < ‘elo) MD) AWARD 


nation of each package is given, together with the 


name of the company that receives the award, the ( C= . 
designer of the package and those who participated : ) Se 


[ 


in the construction and assembly of the package. 
ee 
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Gold Award: Bags and Envelopes. Rockwood Candies. Rock- 
wood & Company, Brooklyn, N. Y. Bags: Shellmar Products Co. 


Gold Award: Cartons. Golden Gate and Percale Sheets cnd 
Pillow Cases. Marshall Field & Co., Chicago, Ill. Designer: 
Ernst A. Spuehler, Bielefeld Studio. Cartons: Lindley Box & 
Paper Co. Transparent wraps: Shellmar Products Co. Labe's: 


Stanley Manufacturing Co. 


Gold Award: Fibre Cans. Garden Flit Sprayer. Stanco, Incor- 
porated, New York. Designer: William Rose. Fibre Can: Cleve- 
land Container Co. Packaging equipment: Stokes & Smith Co. 


Gold Award: Plastics. Cooper Shave Organizer. Cooper & 
Cooper, Brooklyn, N. Y. Designer: Elenore Groos. Molder: 
Boonton Molding Co. Plastic material: Bakelite Corp. 


Gold Award: Glass Bottles and Jars. Trommer’s White Label 
Beer. John F. Trommer, Inc., Brooklyn, N. Y. Botile: Owens- 
Illinois Glass Co. Label: Nevins Church Press. Closure: 
Crown Cork & Seal Co. Packaging equipment: George J. Meyer 
& Co.; Edward Ermold Co.; Crown Cork & Seal Co. 


Gold Award: Wrappings. Fels-Naptha Soap Chips. Fels & 
Company, Philadelphia, Pa. Designer: Louis Koster. Carton: 
Robert Gair Co., Inc. Wrap: Nashua Gummed & Coated Paper 
Co. Packaging equipment: Pneumatic Scale Corp. Ltd. 


Gold Award: Miscellaneous. Fountain Cleaner. U. S. Manu- 
facturing Co., Decatur, Ill. Designer: Henry Dreyfuss. Con- 
tainer: Hygienic Tube & Container Co. Closure: Grigoleit Co. 
Packaging equipment: Karl Kiefer Machine Co. 
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Gold Award: Metal Containers. Ballantine’s Ale. P. Ballantine 





& Sons, Newark, N. J. Designer: J. Walter Thompson Co. Can: 





American Can Co. Packaging equipment: American Can Co. 





Gold Award: Collapsible Tubes. Pan’s Trim-iT Icing. Pan Con- 






fection Factory, Chicago, Ill. Designer: Charles E. Miller. Tube 






and closure: New England Collapsible Tube Co. Carton: Badger 






Carton Co. Packaging equipment: F. J. Stokes Machine Co. 






Gold Award: Set-Up Paper Boxes. 
Wm. Jameson & Company, Ltd. Set-up box: G. A. Bisler, Inc. 


Jameson Irish Whiskey. 






Papers: Artcote Papers, Inc.; Louis Dejonge & Co. 











Gold Award: Family Groups. Terminal Beauty Products. Ter- 
minal Beauty Salons, Inc., New York. Designers: Mimi Blaker 
and Gladys Calvert. Jars: Hazel-Atlas Glass Co.; Dura-Colors, 
Inc. Bottles: Carr-Lowrey Glass Co. Caps: Bridgeport Metal 
Goods Mig. Co. Labels: Palm-Fechtler, Inc.; Klearfilm Labels, 
Inc. Metal containers: Bridgeport Metal Goods Mfg. Co. Cases: 
Arrow Manufacturing Co. Paper boxes: Arrow Manufacturing 
Co. Papers: Holyoke Card & Paper Co.; Wyomissing Glazed 

Paper Company. 

































Gold Award: Displays. Androck an Rack. The 
Washburn Company, Worcester, Mass. Designer: The Wash- 
burn Co. in collaboration with Howard H. Monk. Wire display: 
The Washburn Co. 


Gold Award: Shipping Containers. Aero Carboy. American 
Cyanamid & Chemical Corp., New York. Designers: K. M. Sieg 
and R. W. Lahey. Bottle: Gaynor Glass Co. Wooden box: New 
England Box Co. Rubber cushions: Goodrich Rubber Co. 


Gold Award: Machinery and Equipment. Knox Gelatin. Charles 
B. Knox Gelatin Co., Camden, N. J. Envelope filling and car- 
toning machines: Fred H. Goat Co. Conveyor and collector, case 
gluer, sealer and printing machine: Standard-Knapp Corp. Bun- 
dling machine: Package Machinery Co. Roller conveyor: The 
Lamson Co. Cartons: The Forbes Lithograph Mfg. Co. Pouches: 





AAMT 


Specialty Paper Co. Shipping cases: Kieckhefer Container Co. 






THE HONOR ROLL-SILVER AWARD 






Silver Award: Glass Bottles and Jars. Pilgrim Rum. Felton & 





Son, Inc., South Boston, Mass. Designer: Malcolm N. Stanley. 
Bottle: Fairmount Glass Works, Inc. Label: The Forbes Lithograph 
Mig. Co. Closure: Armstrong Cork Products Co. Packaging 






equipment: Pneumatic Scale Corp., Ltd.; Economic Machinery Co. 
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Silver Award: Family Groups. Pinaud Toilet Line. Pinaud, Inc., 
New York. Designer: Georges Wilmet of De Vaulchier & Blow. 
Lilac bottle: Owens-Illinois Glass Co. Skin balm bottle: Carr- 
Lowrey Glass Co. Round powder box: F. N. Burt Co., Ltd. Set- 
up boxes (sets): Quartin Products Co. Labels: C. H. Forsman 
Co. Closure: Wheeling Stamping Co. Talcum can: National 
Can Company. 


Silver Award: Wrappings. Suchard Chocolate Bars. Wilbur 


; Suchard Chocolate Co., Lititz, Pa. Designer: The Forbes Litho- 


graph Mfg. Co. Wraps: The Forbes Lithograph Mfg. Co. Wrap 
material: Sylvania Industrial Corp. Packaging equipment: 


Package Machinery Co. 


Silver Award: Fibre Cans. Perfect Circle Piston Rings. Perfect 
Circle Company, Hagerstown, Ind. Designer: Dwight Reynolds 
of Sidener, Van Riper & Keeling, Inc. Fibre cans: Sefton Fibre 
Can Co. Labels: Woodward & Tiernan Printing Co. 


Silver Award: Collapsible Tubes. Rel Head Cold Jelly. The 

Maryland Pharmaceutical Co., Baltimore, Md. Designer: Lucian 

‘ Bernhard. Tube: A. H. Wirz, Inc. Caps: Colt’s Patent Fire Arms 

Mfg. Co.; Victor Metal Products Corp. Carton: Guilford Folding 

~ Box Co. Inserts: Lord Baltimore Press. Window display: Art- 

: color Corp. Shipping cases: Eastern Box Co. Packaging equip- 
= ment: Arthur Colton Co. 


Silver Award: Bags and Envelopes. Be-Mo Potato Chips. The 
Be-Mo Company, Kalamazoo, Mich. Bags: Thomas M. Royal & 
Co. Foil: Reynolds Metals Co. 


Silver Award: Set-Up Paper Boxes. White Knight Soap. Kerk 
Guild, Inc., New York. Designer: A. Lester Gaba. Box: E. E. 


f Fairchild Corp. Paper: Martin Cantine. Wrap printing: Thomas 


C. Peters Printing Co. 


Silver Award: Cartons. Bolt and Nut Producers. The Lamson & 
Sessions Co., Cleveland, Ohio. Designer: John C. Stephan. 
Cartons: Peerless Paper Box Co.; Lindley Box & Paper Co. 


Silver Award: Displays. Princess of Hollywood Cosmetics. 
Castilian Products Corporation, Hollywood, Cal. Designer: Wil- 
liam Nassour. Bottles: Owens-Illinois Glass Co. Opal Jars: 
Hazel-Atlas Glass Co. Metal caps: Phoenix Metal Cap Co. 
Molded Plaskon caps: Armstrong Cork Products Co. Labels: 
Pacific Label Co. Packaging equipment: U. S. Bottlers Machin- 
“2 ery Co.; F. J. Stokes Machine Co.; Mudrick Machine Works. 
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Silver Award: Metal Containers. Beech-nut Christmas Package, 






Beech-Nut Packing Co., Canajoharie, N. Y. Designers: F. Eber. 






hart and John Gore. Metal box: American Can Co. Crepe 





paper: Dennison Manufacturing Co. 











Silver Award: Miscellaneous. Desirez Moi Perfume. Frederick 


Stearns & Co., Detroit, Mich. Designer: Edwin W. Fuerst of 








Glass container: Owens-Illinois Glass 





Owens-Illinois Glass Co. 
Co. 








Perfume bottle: Owens-Illinois Glass Co. 








Silver Award: Shipping Containers. Ice Cream Pail. Haines 
CeBrook, Inc., Lynn, Mass. Insulating pads: Jiffy Pad & Ex. 


celsior, Inc. Corrugated box: Hinde & Dauch Paper Co. Ice 







cream cans: Sealright Co., Inc. 










Silver Award: Plastics. Dental Copper Bands. The J. Bird Moyer 























Company, Inc., Philadelphia, Pa. Designer: Charles Engelfried. 
Molder: Molded Insulation Co. Plastic material: Bakelite Corp. 





Silver Award: Machinery and Equipment. Bromo-Seltzer. Emer- 
son Drug Company, Baltimore, Md. Bottle filling, weighing and 
labeling machines: Pneumatic Scale Corp., Ltd. Capping ma- 
chines: Consolidated Packaging Machinery Corp. Cartoning 
machines: F. B. Redington Co. Bundling machines: Package 


Machinery Co. Case sealers: Standard-Knapp Co. Bottles: 





Maryland Glass Co. Cartons: American Coating Mills, Inc. 
Bottle seals: National Seal Co., Inc. Labels: Gamse Lithograph- 
ing Co. Inserts: Edwards & Deutsch Lithographing Co. Shipping 


cases: Eastern Box Co. 











THE HONOR ROLL-—BRONZE AWARD 


Bronze Award: Cartons. 3-in-1 Furniture Polish. The A. S. Boyle 

Company, Cincinnati, Ohio. Designer: Emil A. Schaedler. Car- 

ton: American Coating Mills, Inc. Bottle: Owens-Illinois Glass 

Co. Label: National Label Co. Closure: National Seal Co.., Inc. 

Protective wadding: Kimberly-Clark Corp. Packaging equip- | 
ment: Pneumatic Scale Corp., Ltd.; Economic Machinery Co. 


Bronze Award: Glass Bottles and Jars. Abbott Medicinal Oils. 
Abbott Laboratories, North Chicago, Ill. Designers: Harry H. 
Farrell, Edward A. Ravenscroft and G. H. Fitzlen. Bottles: 
Owens-Illinois Glass Co. Caps: Phoenix Metal Cap Co. Labels: 
National Office Supply Co. Packaging equipment: Pneumatic 
Scale Corp., Ltd.; Liquid Carbonic Corp.; Standard-Knapp Corp. 
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Bronze Award: Bags and Envelopes. Calico Pack Marshmal- 
lows. E. H. Edwards Co., Chicago, Ill. Designer: E. H. Edwards. 
Bags: Milprint Products Co. 


ckage, 

. Eber. 

Crepe 
Bronze Award: Wrappings. Cresca Fruits. Cresca Company, 
New York. Wraps: Shellmar Products Co. 





Bronze Award: Metal Containers. Horder’s Typewriter Ribbons. —=— 
= Horder’s Inc., Chicago, Ill. Metal box: Bridgeport Metal Goods 
“4 Mtg. Co. Seals: Tablet & Ticket Co. 


— Bronze Award: Miscellaneous. Gorham Streamline Chests. 
S 
The Gorham Company, Providence, R. I. Designer: Paul Done- 
lan. Box: Rueckert Manufacturing Co. Linings: Crompton- 


~ Richmond Co.; Chopak Textile Co.; George Berkander Co. 


Bronze Award: Plastics. Schulze Fruit Cake. Schulze Baking 
i Co., Chicago, Ill. Designer: Paul Ressinger. Molder: General 


Electric Co. Plastic material: General Plastics, Inc. 


ner- : Bronze Award: Collapsible Tubes. Valvoline Petroleum Jellies. 
and y / : Valvoline Oil Co., Cincinnati, Ohio. Designer: Sidener, Van 
ma- = oN i Riper & Keeling, Inc. Tube: Sun Tube Corp. Tube Cap: Mack 
1ing 4 i #@ Molding Co. Carton: Container Corp. of America. Packaging 


cage ‘ bs ; M® equipment: Arthur Colton Co. 


tles: 


Inc. Bronze Award: Family Groups. Majesty Notions. Butler 


aph- Brothers, Chicago, Ill. Designer: Joe Spurgeon. 
ping 
Bronze Award: Set-Up Paper Boxes. Stationery Packages. 
White & Wyckoff Manufacturing Co., Holyoke, Mass. Designers: 
Edna Leslie Freeman and Walter Baermann. Papers: Keller- 


Dorian Paper Co.; Hampden Glazed Paper & Card Co.; Hazen 


NG i 4 Paper Co. 
| 


Bronze Award: Fibre Cans. Pumpkin Pie Spice. Standard 

Brands, Inc. (Widlar Division), Cleveland, Ohio. Fibre can: 

American Can Co. Label: Dennison Manufacturing Co. Pack- 

aging equipment: Consolidated Packaging Machinery Corp.: 
“a New Jersey Machine Corp. 


Bronze Award: Shipping Containers. Arkady Bag (Multiwall). 





= Standard Brands, Inc., New York. Designer: W. E. Scott. Bag: 
ry H ‘ Bagpak, Inc. Packaging equipment: Consolidated Packaging 
ottles: Jw} Mea P=. Machinery Corp. 

sane mL ™~ Bronze Award: Displays. Ever Ready Flashlights. National 
matic : Carbon Co. Designer: Sydney Bagshaw of Arthur Allen. Dis- 
Corp. \ Se plays: Latham Lithograph Co. Cartons: Warner Brothers Co. 
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1934 All-America winners in review 


ELL KNOWN is the fate of certain individuals 

who, raised to popularity and acclaim because ol 
accomplishment, are, almost without warning, rele- 
gated by a fickle public to inconspicuousness. We find 
the list long in the annals~of sports, politics and othe: 
branches of civilized existence. To what extent does a 
similar situation hold true in packages? 

A year ago a selection of packages was made; the 
winners of the 1934 All-America Package Competition 
were announced. Now, with the announcement of the 
1935 winners, will the attitude, in packaging circles, 
be that of indifference toward the former victors? We 
think not. For one thing, a package is not measured 
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in terms of its ability to win favor in a contest. It 
helps, of course. But the real proof of package wortht- 
ness comes from its sales performance. 

It is with this latter thought, then, that Mopern 
PACKAGING again presents the winners of the 1934 All- 
America awards, passing them in review, as it were, 
with their performance records. 


1934 Gold Awards 


Encyclopedia Britannica. The molded case has been 
included with Britannica Junior when sold at a price 
above the regular price for the set of books. A very 

















ontest. It 
fe worthi- 
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1934 All 
; it were, 


has been 
ita price 
S. \ very 


substantial number of 
Britannica Junior pur- 
chasers have paid this 
additional price in order 
to own the bookcase and 
globe. It has been an 
optional feature and has 
been very well received 
and has been _ instru- 
mental in attracting 
many purchasers because 
of its unusual and attrac- 
tive appearance. 


General Motors Parts 
Corporation. Dealers are 
using the packages in 
window and counter dis- 
plays more and more 
frequently, and this can- 
not help but prove a 
definite assistance in 
merchandising parts and 
accessories. The family 
resemblance born out in 
all of these packages 
tends to assure the cus- 
tomer that the prestige 
and integrity of the 
Chevrolet Motor Com- 
pany is behind each part 
or accessory packed in a 
container bearing the 
parts trade-mark. 


Heidleberg Brewing 

Company. The Student 

Prince shipping case has 

proven all that was ex- 

pected of it. It has been 

particularly popular 

with distributor custom- 

ers due to the saving in 

weight as against the 

ordinary wooden case. 

It has also brought forth 

numerous compliments 

from the public due to 

its cleanly and sanitary appearance as against the ordi- 

nary container. Further it has aroused interest and in- 

quiry from nearly all competitive brewers, many of whom 

upon this company’s recommendation have adopted 
the use of a similar container. 


Luxor, Ltd. The design and all-round attractiveness 
of the tube container of Luxor Special Formula Cream 
were invaluable aids to the marketing of this package 
last year, particularly in creating dealer display inter- 
est. However, while the volume of trade on the item 
attained very good proportions and is increasing stead- 
ily, it must be remembered that the package was not 
introduced until late 1934, and any comparison of 
1935 sales with those of 1934, would be eminently 
unfair to product or package. 


A. H. Hoffman, Inc. The fact that the new “Cut and 
Pour” Reseal package was awarded the gold medal in 


the 1934 All-America Packaging Competition has both 
stimulated sales and aided in sales promotion. The 
company was successful in shipping these new pack- 
ages into twenty-nine states and the District of Co- 
lumbia. From many sections of the country came a 
very good repeat business which was most encouraging. 
Due to the fact that the packages were shown in 
MODERN PACKAGING brought requests for samples from 
not only dealers in United States but requests were 
received from foreign countries, one of which came 
from Cape Town, South Africa. 


Parfums Charbert, Inc. It is impossible to furnish 
information regarding the Drumstick Major Set, except 
that the company brought this out in an ivory and 
gold combination for Christmas; also the same com- 
bination in a smaller size. Both of these packages led 
the way during the Christmas rush. The company is 
thinking of bringing this package out in various com- 
binations, reason for which is prompted by its tre- 
mendous acceptance during 1935. 


E. & A. Opler, Inc. The fudge pan package caught 
the fancy of retail grocers because it permits selling 
the housewife two 14-lb. bars of chocolate instead 
of the usual one bar. Then again, the package is so 
unique, novel and attractive that it is invariably given 
prominent counter display. All of this has helped 
greatly to swell the volume of sales and to keep the 
package popular with the trade. The package proved 
a big seller in 1935 and continues to be so. 


Pittsburgh Plate Glass Co. The Gold Stripe fibre 
jacket is constantly gaining wider acceptance and has 
become an important feature of the company’s mer- 
chandising. 1935 sales were approximately 40 per cent. 
greater than sales in 1934. This increase was due in 
part, of course, to greater activity in home and public 
building painting, plant maintenance, etc., but it was 
also due in a large part to the fact that the company 
has been more successful in its selling efforts. The 
jacket, for example, was an important factor in obtain- 
ing one of the largest accounts secured during 1935. 
In the relatively short time since it was first intro- 
duced, the Gold Stripe jacket has become an influenc- 
ing factor in the sale of brushes to the distributor and 
to the jobber. 


Ruxton Products, Inc. The Rux.tone line was a new 
line. It was launched with a new merchandising policy 
and its success cannot be measured in terms of increases 
over former sales. However, it was enthusiastically re- 
ceived by the trade from the outset and dealer outlets 
were opened rapidly. Sales have increased progressively 
ever since its introduction. The attractiveness of the 
newly styled packages induced the dealer to display 
them, whereas formerly this class of merchandise was 
often hidden away on the shelf. 


Midland Distilleries, Inc. The bottling capacity of 
the company has been increased several times during 
the year, and average sales are more than double that 
of the previous year. The Owens-Illinois Glass Com- 
pany, who designed and manufactured the bottle, very 
generously displayed the Gold Medal Award, together 
with several bottles of Southern Comfort in its exhibit 
at the San Diego Exposition. 
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1934 Silver Awards 


Tie Shotwell Manufacturing Company. The one 
pound transparent bag of Hostess Marshmallows was 
not introduced until August, 1934, so it is difficult to 
make a good comparison with 1935 results. However, 
the package has been very successful and the company 
has played up the prize-winning angle in its promo- 
tional and sales efforts to excellent effect. 


Hoffman Beverage Company. The company is unable 
to give any sales figures on the Hoffman Club Soda 
package, it being against policy to release any informa- 
tion of the kind. However, the new package did stim- 
ulate sales of Club Soda and was a big item in securing 
dealer cooperation for store displays. 


Post Road Fruit Farm. No sales figures are available 
but the Post Road packages received considerable favor- 
able comment and the company has had numerous in- 
quiries relative to sales and actually made some sales 
which were due to this publicity. The company has 
also received requests to exhibit the package at various 
places, thereby gaining still further advantage. 


American Cyanamid Company. During the year 1935, 
which includes a portion of the 1935/1936 selling sea- 
son, because of this improved container for Granular 
Aero Cyanamid, the company obtained a substantial 
increase in sales of this commodity. Consumer and 
dealer acceptance of this multiwall bag has been prac- 
tically 100 per cent. The use of a paper bag makes it 
possible to present and offer Granular Aero Cyanamid 
in a more attractive package than was the case when 
the company used the burlap bag, and with the same 
quality and grade of material packed in the two dif- 
ferent types of bags the farmer would most certainly 
be attracted by and take the better appearing paper 
bag. The present bag carries well in transit and sur- 
vives well the many handlings which it passes through 
after it reaches destination. All in all the sales organ- 
ization as well as customers, are highly pleased with 
the bag and the service it renders. 


Millbrook Products Company. The company has had 
many favorable comments direct from consumers which 
point to the appreciation by the housewife of Dainty 
Dot spices. While these products do not lend them- 
selves to greatly increased consumption, the company 
is very gratified by the sales results of the packages. 


R. H. Macy & Company has no figures indicating 
any sales result to be attributed directly to its gift 
wrapping. However the company feels that gift wrap- 
ping is a definite factor toward customer good will. 


Brown-Vintners Company. Sales of Piper Heidsieck 
Champagne measurably increased over the year of 1935 
and the demand for the prize winning display for Piper 
Heidsieck Champagne was greatly beyond the com- 
pany’s ability to supply. 


Hickok Manufacturing Company reports that com- 
ments from dealers and consumers indicate that the 
molded plastic cigarette case for men’s jewelry was an 
impor:ant factor in increasing sales. Unfortunately 


there are so many other points to be considered which 
went to make up the total sales acceptance that it 
would be impossible to estimate the effectiveness of the 
package on a definite or percentage basis. 


Colgate-Palmolive-Peet Company. Policy does not 
permit the disclosure of information regarding the sales 
of any of the company’s products. It is the general im- 
pression that the new package has improved sales; 
however, there are so many other factors involved such 
as advertising, sales campaigns, etc., that the company 
cannot be definitely sure of this. 


Oakhurst Dairy Company. This company’s prize-win- 
ning package had a bearing on the increased interest 
shown company products last year, as it received quite 
a lot of local publicity from local newspaper. Also, 
many pleasing comments from customers and from the 
public in general showed that they were pleased to 
know that their local dairy had received this national 
recognition of their business. 


Wilson-Western Sporting Goods Company. Sales 
figures reveal the fact that sales of golf balls were 
greatly increased during the year, and the company 
attributes the major portion of this exceptional gain in 
sales to the packaging idea. The company also received 
many very fine testimonials from customers, thanking 
it for affording them so much assistance in disposing of 
their merchandise. The entire picture has left a firm 
conviction in minds of the company that attractive 
packaging of merchandise is unquestionably a most 
effective sales help. 


Pioneer Suspender Company. Sales of the Feather- 
weight garter for the four months’ period following the 
adoption of the See-Thru container, was 89 per cent 
greater than the sales in the first four months; and the 
garter continues to enjoy a steady sales increase from 
month to month. The Featherweight garter is not by 
any means confined to the Pioneer line except in name; 
several makes of similar construction being available. 
In view of these circumstances, the company is inclined 
to believe that a considerable portion of the increased 
sales might be attributed to the style and design of the 
transparent container, this belief being substantiated 
by the favorable commendation of the package received 
from the retailers in general. The retailer and the con- 
sumer find a consumer appeal in the package, because 
it lends itself readily to display, and because the con- 
tents being entirely visible, the package design and the 
colorful elastic webs of which the garter is made catch 
the eye of the purchaser. 

As originally designed, the package was made with a 
tuck end, which end was then closed with Scotch tape; 
but recently the tuck has been entirely eliminated in 
favor of a slip cover end. The reason for this was be- 
cause of some complaint that when the tuck end of 
the package was opened, the Scotch tape with which it 
was sealed was somewhat of a nuisance, because it was 
difficult to reseal the package. With the slip cover, the 
opening and closing of the package becomes a very 
simple matter, it only being necessary to remove the 
slip cover, pull out the garter for examination, replace 
it, and the slip cover, and the package is then in the 
original condition, just as it left the factory. 
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1934 Bronze Awards 


Milton Bradley Company. The Friendly Animal 
crayon box item sold extremely well during 1934. In- 
asmuch as it was a new item, however, there is no 
basis for comparative sales. The one reaction to it after 
it was once on the counters in the chain stores was that 
it was such a tremendous value, particularly in size, 
at a retail price of 10 cents that it consumed too much 
counter space. For that reason, using the basic principle 
carton design, the company evolved a new package for 
this past year which had an even greater success com- 
mercially. Plans this year call for continuing the revised 
edition of the original package. 


L. M. Brock & Company. The Dental Puffer ‘Tube 
has had fair success, and sales of the package have been 
greatly helped through its selection in the All-America 
Package Competition. Through the publicity received 
the company has had many interesting inquiries per- 
taining to the product, some of which have brought 
actual sales results. 


American Pop Corn Company. The fact that the 
Crown Super-Fine Pop Corn package has become, in a 
single year, the largest-selling transparent cellulose 
package pop corn, is convincing evidence of the attrac- 
tiveness of the design, and confirms the decision of the 
judges in awarding a prize to this outstanding package 
in the 1934 competition. 


“21” Brands, Inc. By reason of the sharp increase 
in popularity of Ballantine Scotch, the company has no 
method of measuring the exact proportion of the in- 
creased holiday sales which may be attributed to the spe- 


cial package. It is a fact, however, that the sales of Ballan- 
tine’s Ten Years Old Scotch in the book package dur- 
ing the holiday season a year ago amounted to 2,300 
bottles, and during the holiday season just passed, 
sales in the same package amounted to about 5,600 
bottles—more than doubled. 


Lehn & Fink, Inc. Pebeco Tooth Powder has had 
tremendous success ever since its introduction in Octo- 
ber 1934. Sales are much higher than expected and the 
various 5- and 10-cent stores have been most cooperative 
and appreciative of the success it has had. Due to the 
success that the product had, even without mentioning 
it on the Eddie Cantor broadcast, the company has 
now adopted the policy of mentioning it frequently 
and it receives second attention next to the new Pebeco 
Tooth Paste. The product itself has had excellent 
dealer acceptance. The can, with its special helmet cap, 
isa natural for the syndicate store market due to the 
fact that it has ready visibility and also offers an out- 
standing consumer value insofar as content is con- 
cerned, as well as its convenience. 


Oneida Ltd. This company’s plastic boxes were uni- 
versally approved by dealers and consumers. In adopt- 
ing them, it was the aim, primarily, to counteract the 
growing tendency on the part of dealers to display 
Community Plate in chests exclusively—and not to dis- 
play units of 6 (6 Salad Forks, 6 Butter Spreaders, etc.) 
although these units traditionally have always sold well 
for gifts. The plastic boxes did increase display and 
they also increased the prestige of Community Plate 


in the minds of dealers. Every dealer who displayed 
these boxes properly reports a greater resale. 


The Borden Company. As a result of the company’s 
policy in redesigning its cheese packages so as to create 
a similarity of design between all brands, thus creating 
a family group, it was possible to gain a greater con- 
sumer acceptance of various brands of cheese, as a 
whole, than in any other year so far. Sales of these items 
increased appreciably over those of the preceding year. 
By creating a similarity of design in all packages, the 
company was able to create more effective point-of- 
sales material than ever before. Also, the company is 
in a position to promote the family group as a whole 
rather than having to promote, individually, each of 
the products, at a greater expense of effort and cost. 
By creating a family group of items, it was able to dis- 
tribute more of the lesser known items along with the 
accepted distribution of well known brands. 


Borden’s Malted Milk has a comparatively limited 
distribution and no particular promotional effort was 
used in the introduction of the new container. In spite 
of the lack of special merchandising effort, the new 
package created an interest among salesmen, jobbers 
and retailers. Better and more store displays were af- 
forded the newly designed container and while it is 
still too early to pass judgment on the permanent effect 
of the new package, it has been more active, saleswise, 
than it was formerly. 


Parke, Davis & Company. This company’s new group 
of toiletries has met with ready dealer-acceptance 
throughout the country. Furthermore, the packages as 
well as the contents of same, have likewise met with con- 
sumer-acceptance. ‘The company has received literally 
hundreds of commendatory expressions from druggists 
and lay customers located in various parts of this 
country, as well as Canada and other foreign countries. 


Guggenhime & Company. The tonnage sales of this 
company’s products are constantly increasing, and if 
the purchasing power of the consumer tends to rise, 
the tonnage of these luxury packages will be further 
stimulated. These packages have been remarkably suc- 
cessful not only in this country but abroad, which is a 
surprising thing in view of the demoralizing financial 
condition of the countries to whom the company exports. 


Burgess Battery Company reports that its 1934 prize 
winning display proved an outstanding sales builder 
for its flashlights in 1935. 


A. P. W. Paper Company. “When the label and pack- 
age for Red Cross Towels was completed, we felt that 
we had obtained a front row seat for our product and 
you must know how pleasantly surprised we were when 
the usher in this theatre of public acceptance—the All- 
America Package Competition—not only gave Red 
Cross Towels a front seat but a seat on the stage. We 
are not at liberty to give you our sales figures during 
the past year but you may be interested in knowing 
that the first Red Cross Towels were packed in De- 
cember, 1934 and are now available to retail stores in 
most every town in America and have been advertised 
currently in such national magazines as Good House- 
keeping and The Ladies Home Journal. In other words, 
never for a moment has the (Continued on page 211) 
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Aluminum celebrates 
50 years of usefulness 


On February 23, 1886, Charles Martin Hal] 
discovered the electrolytic process for the 
manufacture of aluminum. At the time of 
Hall's discovery he was twenty-two years of 
age, and had graduated from Oberlin Col. 
lege only nine months previously. Hall's 
discovery, which made possible the produc. 
tion of aluminum at low cost, revolutionized 
the aluminum industry and paved the way 
for the development of the metal to its pres. 
ent worldwide usefulness. [Illustrations on 
these pages, furnished through the courtesy 
of the Aluminum Company of America, 
show some of the applications of aluminum 
products in the packaging field 
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minum ]. Tuna is marketed in aluminum cans. This new 
| type of package was placed on the market after ex- 
tensive research had proved its dependability. Be- 

sides attractive appearance, the aluminum can offers 

the advantage of being entirely without effect on the 


tuna. Experiments are under way to determine the 
suitability of aluminum cans for other products 

































2. Aluminum rolled-on caps complement new cos- 
metic products in pleasing fashion. Appearance and 
snug fit make them particularly appropriate 





3. Goldy seals are effectively employed on pharma- 
4 ceutical packages. The snug fitting seal, which is 
removed by means of a tear-tab, is replaced by the 
tubber topped applicator, which is threaded for the 
purpose. The aluminum seals are lacquered pale 
gold to harmonize with label and contents of bottle 


4, Here many familiar uses for aluminum foil are 

shown. The material offers a number of advantages, 

including bright, attractive appearance, light weight, 

non-toxicity, and ability to protect products from light, 
heat and moisture 


3. The impact extrusion process has given the pack- 
aging industry many useful aluminum products. 
These include not only collapsible tubes, but numer- 
ous other types of jars and containers. Some are fin- 
ished in natural aluminum; others are enameled, 
alumilited or decorated in various ways 


6. Tamper- proof seals of aluminum serve well in pro- 
tecting liquor products 











7, Aluminum dose cups are likewise a familiar sight 
on liquor bottles 


8. Food products are frequently packaged under 

aluminum seals. The packages in this view are typi- 

cal. The Goldy tumbler seal shown is equipped 
with a tear-tab to simplify removal 









9. A number of companies are now packaging their 
wine under foil capsules, which offer the advantages 
of improved appearance, plus freedom from tamper- 
ing, since the capsule is destroyed before removal 
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Department stores avoid the stereotyped 


The Neiman-Marcus Company maintains that originality and novelty 
pay dividends when applied to gift packaging—and proves its con- 
tention with a thirty per cent sales increase. 


T is a curious fact that in the era of hectic prosperity 

of the late twenties, department store packaging 
turned from the novel and original, the elaborate and 
unusual to the most rigid and Spartan simplicity. Unit 
stock control—which implied standardized, manufac- 
turer-supplied packages—became a fetish in the field. 
Highly paid efficiency men, most of whom have since 
been discarded as being, in themselves, “prosperity” 
luxuries, turned from the problem of increasing sales 
appeal and sales to the easier problem of simplifying 
and cheapening the cost of the materials and operations 
of wrapping and packaging. The ultimate goal, which 
some stores even reached, seemed to be to package every 
item in either a plain paper bag or a folding box. 

Five years of decreasing volume, which might have 
been expected to accentuate this tendency, have had 
the contrary effect. Today, with volume running 
twenty to fifty per cent over the depression lows, many 
stores are finding that it pays to advertise through the 
novelty and beauty of gift packages quite as much as it 
does through the daily press. 

The case of the Neiman-Marcus Company, looked at 
in the light of the foregoing appraisal, is therefore not 
unusual as an instance of the general trend towards 
more carefully planned and more deliberately elaborate 


gift packaging. It is unusual, however, because this firm 
has placed itself at the forefront of the parade, has 
spent a litthe more than most to achieve a far better 
effect and has, as a result, obtained sales, in a city of 
300,000, of over twenty-five thousand gift packages. 

An examination of the Neiman-Marcus packages dis- 
closes one distinct and all-pervading tendency. This is 
felt in the definite effort that was made to make the 
package something of a gift in itself. Not, mind you, a 
re-use package. Not a neat box that, being purchased 
with a belt, might be reused with cigarettes. But rather 
a distinctly decorative table-piece or figure that, by its 
very “unusualness” would secure its own preservation 
at the hands of the recipient long after the product it 
contained was removed. 

To achieve this effect, it was necessary to use what 
amounted to a double package. The merchandise itself, 
which varied with every purchase, was first packed in 
Treasure-Chest boxes, wrapped in glistening metallic 
papers and tied with transparent cellulose ribbons. 
Then, in most instances, this seemingly complete pack- 
age is placed in either bags or cases or large figures con- 
structed of layer upon layer of crinkled transparent 
cellulose, as illustrated. 

These figures, erected on wire frames and equipped 
with zipper fasteners close over the smaller inside pack- 
age or, when that is removed, stand erect as items 
worthy in their own decorative right of standing unde 
any family’s Christmas tree. 

Among the larger figures is one of a snow-man, in full 
regalia consisting of flat, oversize paper feet, pipe and 
tip-tilted high-hat. Suspended from his almost invisible 
neck, is a piece of transparent cellulose ribbon, which 
forms, at its end, a greeting card with space for the 
name of the sender. Another figure is in the shape of a 
Christmas tree, surmounted by a five-pointed star and 
set upon a light paperboard, circular base. This, like- 
wise, has the gift card suspended from the inner wire 
frame by a cellulose ribbon. Others are in the form of 
bouquets or of flat, circular or rectangular purses, with a 
zipper along the edge to permit insertion of the product 
or inner package. Little decorative rosettes of contrast- 
ingly colored transparent cellulose ribbon are used to 
set off the rough, crinkly surfaces. 

The company reports a tremendous popular reaction 
to the unusual and effective nature of the assortment of 
gift packages. When placed in the store windows, nu- 
merous shoppers are reported to have attempted to 
purchase the packages themselves under the misappre- 
hension that they were intended as gifts or in spite of 
the fact that they understood them to be essentially 
packages. (Continued on page 216) 
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Here today—gone tomorrow 


BY MERLE D. PENNEY* 


RS. X is using your product today, Mr. Manu- 

facturer, but will she be your customer to- 
morrow? What are you doing to keep her as a steady 
user of your product? 

Are you employing every means in your power— 
economically, of course—to convince Mrs. X that she 
has, in your product, the real and best answer to her 
own individual problem? 

Before you start ducking this barrage of interroga- 
tion points, let’s analyze for a moment a woman's pur- 
chasing procedure—her buying habits, if you will. I 
submit (and I believe it to be a more or less generally 
accepted fact) that when a woman makes a purchase— 
whether it be of a hat, of cosmetics, of bath soap, of a 
tasty food product, or of a drug sundry—she is not 


* Sales promotion manager, The Forbes Lithograph Mfg. 
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buying merely a product. Ah, no! The motive is far 
more subtle than that. 

When Mrs. X spends her money, she is endeavoring 
to get for that money one or more of a number of 
things: added attractiveness, beauty, alluring dainti- 
ness, taste appeal, good health (depending upon the 
particular article being purchased). She is catering to 
one of the senses of some favored male, for instance; 
or she is acquiring protection for the health of loved 
ones. Because she has in some way been convinced 
that your product offers the best way of attaining that 
end, your product is the “white-haired boy” of the 
moment. In other words, you're in today. But wait! 

Unless you are one in a million, you have competi- 
tors and, as a general rule, many of these competitors 
are on their toes and spending good money, continu- 
ally striving to win the good graces of this charming 
person, Mrs. X, by many and (Continued on page 219) 
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rkmanship and greater comfort for operatives are possible 
folding department because of improved illumination 


Better w 
in this 


Similarly, in this canning plant, fatigue reduction is accomplished 
through the expedient of providing properly painted white walls 


Improved illumination pays in your plant 


BY JAMES O. HASSON* 


AYS and means for improving the productive 
WV éticien y of a plant are of ever increasing impor- 
tance because the premium always goes to the manufac- 
turer who can cut his production costs and put the saving 
into improving his products and into more attractive 
packages for those products. 

Properly selected and employed, paint remains one 
of the most effective means of overcoming a wide variety 
of operating handicaps. It should be considered not 
simply as a maintenance or beautifying factor, but as a 
production tool capable of aiding industry in producing 
uniformly better products at lowered unit costs. 

As a maintenance factor, the usefulness of paint has 
long been recognized. Food and drug plants in par- 
ticular, have discovered its value in the control of rust, 
dust, moisture, bacteria, dirt, mildew, and other foreign 
substances affecting processing. A smooth, tight filmed 
paint considerably lessens the accumulation and effects 
from foreign matter as well as facilitating the main- 
tenance of scrupulously clean surfaces, thereby avoiding 
contamination and spoilage. A number of industries 
have capitalized on the fact that a clean, bright and or- 
derly plant is its own best advertisement and that satis- 
fied workers are one of the finest of all advertising me- 
diums. ‘There is a great deal of simple psychology in 
the way a well painted plant affects employees, too. A 
plant that is kept bright, clean and orderly reacts to 
make employees take more pride in their work and per- 
sonal appearance. 

The most important single contribution paint offers 
to industries is in improving seeing conditions. ‘The use 
of white paint will be found to appreciably increase the 
light reflection and diffusing value of walls and ceilings. 
Many of paint’s other advantages are incidental to this. 
Briefly summarized, industry itself has named the fol- 
lowing benefits from a proper use of paint—for better 
light, better sight, and improved housekeeping: 

1. Increased operating efficiency. 


"Head of Industrial Division, Sherwin-Williams Company 


Better workmanship. 
Fewer rejections. 
Elimination of eye-strain. 
Reduction of worker fatigue. 
Lower accident rate. 
Better worker attitude. 
Less nervous tension among workers. 
g. Faster rate of production. 
10. Increased advertising value from plant. 

We hear a great deal concerning the increasing of 
lighting values in a plant at present. Yet comparatively 
little progress has been made toward a thorough and 
studied solution of lighting conditions in industry. If, 
in the past, this was difficult to do in a conscientious way, 
from the mass of technical knowledge, research and ac- 
tual case histories now at hand, it is a simple matter to 
estimate the gains that can reasonably be expected to 
result from sky-lighting plants with white paint. 

To cite one example, the American Stove Company, 
in Lorain, Ohio, was faced with a serious production 
problem. ‘The windows in the older plant were inade- 
quate to afford the amount of light required for per- 
forming their production operations—hence a_ large 
portion of floor space was essentially wasted. The first 
thought was to completely re-wire the plant for heavy 
duty artificial lights, but this was considered an unde- 
sirable substitute for natural daylight for certain types 
of operations. The next alternative was to re-construct 
the monitors for greater window area, but the expense 
involved seemed excessive. A paint engineer was then 
called in to estimate the gains in light that could be ex- 
pected from the use of white paint. Sight-meter read- 
ings were taken at six-foot intervals across the floor, and 
a chart drawn, indicating the window locations and the 
foot-candles of light on the working plane, as registered 
by the sight-meter. 

From this, the paint engineer was able to estimate 
from past experience, the amount of increase in the 

(Continued on page 168) 
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@ Attractive design, selling power, exceptional utility, and self-evident quality. 
These are the attributes which, year after year, carry Owens-Illinois containers 
to the top in MODERN PACKAGING’S All-America Package Competition. 


FIRST AWARD in the 1935 Glass Container classification is “STUBBY”, the 
revolutionary, space-saving, light-weight beer bottle designed by Owens -linois' 
Package Research Division to meet new merchandising requirements of the 
brewery industry and entered by John F. Trommer, Inc., Brooklyn, New York. 


THIRD AWARD, Glass container classification, is Abbott's Mineral Oil and 
Cod Liver Oil bottle, with the Abbott “pour-lip”. 


MODERN PACKAGING 








quality. 
itainers 
on. 

YY”, the 
Tinois' 
; of the 
w York. 


Oil and 


PACKAGE COMPETITION 

















OTHER AWARDS in which packages produced by Owens-Illinois participated 
were—Silver Award, Miscellaneous Group, won by Frederick Stearns’ Desirez- 
Moi Glass Bottle and Box: Silver Award, Family Group, won by Pinaud’s Lilac 
Vegetal Bottle: Bronze Award, Carton Group, won by the 3-in-] Furniture Polish 
Bottle; Silver Award, Display Group, won by bottles in the Princess of Holly- 
wood Line. 


The complete Packaging service which produced these prize-winners is 
available to you through Owens-Illinois offices located in 25 principal cities. 


OWENS-ILLINOIS GLASS COMPANY .. . TOLEDO, OHIO 
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50% sales increase through displays 


HERE was a time, not so many years ago, when 

paint brushes were considered either incapable ot 
being properly displayed or unworthy of the effort and 
expense. Then, in 1933, The Sherwin-Williams Com- 
pany produced the first outstanding paint brush dis- 
play and found itself—-somewhat to its surprise, it must 
be admitted—literally dealers demanding 


the new display and the assortment of brushes that 


besieged by 


came with 

This particular display was of colorfully 
paperboard construction, the brushes being 
place, handles out and in groups of different sizes, by 
means of slots in the paperboard front of the display- 
rack. Its instant dealer acceptance, the large increase 
it brought to Sherwin-Williams sales—made quickly 
apparent to rival firms by the corresponding fall in 
their own sales—and, finally, the recognition which the 
ingenious development won through the All-America 
awards of that year and the consequent publicity, com- 
bined to induce the entire paint brush industry to 
focus its attention upon displays. ‘There ensued a rush 
into this field, on the part of twenty or more firms with 
national or broad regional distribution, which resulted 
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in the development of a number of displays of this cen- 
eral type by the beginning of the next year. 

The advant: ges gained by displays of this orde eXx- 
tended far beyond a mere increase of brush sales. Most 
brush manufacturers are likewise makers of paints— 
in fact, brush lines are distinctly a secondary considera- 
tion with both manufacturers and dealers. But, dealers 
have a special interest in fostering brush sales—or rather 
a series of special interests. First, brushes are items 
that may or may not be sold in addition to a quantity 
of paint. Thus, a brush sale seems to the dealer 
an extra sale and hence an unexpected and most wel- 
come profit. Secondly, brushes give the dealer a higher 
rate of profit than do paints. Thus a brush sale—par- 
ticularly when made as an addition to a paint sale— 
may serve to double the entire profit even though it 
adds but a small percentage to the amount paid by the 
customer. Finally, the brush permits the 
dealer to engage the customer in conversation about 
the entire paint job; permits him to suggest additional 
decorative touches which may call for supplementary 
supplementary paints and even other hard- 
(Continued on page 222) 
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2-COLOR “ALL-PURPOSE” PRINTING AND TINTING MACHINE 


BUY THE “ALL-PURPOSE” 
and You Have All Machines— 


Modern Steel Frames, electrically welded, permitting accessibility at all points. 
Self Aligning Ball Bearings throughout, Steam Heated Drying Cylinders. 


Occupies minimum space and has High Production Speeds. 
Any Color may be used; Aniline, Water, Oil, Rotogravure. 
| Will Tint Papers with Solid Colors or Mica. 


Prints with Rubber or Metal Surface Printing Rollers or Rubber Plates. or by the 
Intaglio method with Photo-Engraved or Milled Copper Rollers. 





The PRINTCOTE COMPANY 


lll FIFTH AVE.. NEW YORK CITY 
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Catering to the garden enthusiast 


If your product depends for its sales upon the followers of a hobby— may not care to admit the fact. 


whether that be gardening or stamp-collecting, knitting or auto-tinker- 


But, to the manufacturer en- 


ing—you might take a tip from the A. H. Hoffman Company and place gaged in supplying the hobbyist’s 


special emphasis on the user’s peculiar demands. 


I I is sometimes difficult for those of us who do not 
follow a hobby to understand and sympathize with 
the exacting demands of the true hobbyist. Your friend, 
Jones, may seem perfectly sane to you until he starts 
talking about amateur motion pictures. Then he turns 
into a fiend-for-perfection, a completely unreasonable, 
demanding person utterly different from the same Jones 
when concerned with foods or clothes or cigarettes. You, 
conversely, seem quite insane to him whenever you get 
on the subject of your pet hobby—though you probably 
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For, even more 

than in the general merchandise fields, hobby specialties require the 

fullest possible consumer convenience in purchase, identification, use 
and carrying and product protection 


needs, a realization of this irre- 
pressible desire for perfection 
which possesses his very best cus- 
tomers and prospective clients, is 
an essential to any success in his 
field. Since, along with this per- 
fectionist fetish usually goes the ability and willingness 
to pay for perfection, the hobby fields are well worth 
the trouble their cultivation entails. 

Which brings us to the firm of A. H. Hoffman, Inc, 
a company that is not only versed in the manufacture 
of garden fertilizers but has also displayed a profitable 
knowledge of the methods of fertilizing package designs 
so as to produce a fine sales crop in the garden-hob- 
byists field as well as among other enthusiasts. 

The Hoffman company’s (Continued on page 216) 
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aH ere are & reasons why more and more 


Food and Drug manufacturers are using 
Armstrong’s EMBOSSED-TOP CORKS 


1. Torey Provipe a Secure Seat—Almost any- 
thing bottled is safe when it’s sealed with an Arm- 
strong’s Embossed-Top Cork. For both a first seal and 
a re-seal, these efficient corks guard flavor, prevent 
leakage, eliminate evaporation. 

2. THEY ARE Easy to Use—Consumers, par- 
ticularly, like Armstrong’s Embossed-Top Corks. 


edges, these corks afford a secure grip which 
makes them convenient to remove and to replace. 


Thanks to their flanged wood tops and knurled @ 


3. Tory are Arrractive—Armstrong’s Embossed- 
Top Corks help dress up the appearance of any 
package. Available in a wide range of pleasing color 
combinations to harmonize with package decorations, 
they may be made even more attractive by having the 
hardwood tops embossed (in color) with your name 
or trade-mark. 

For more complete information, samples, and 
prices, write Armstrong Cork Products Company, 
Closure Division, 916 Arch Street, Lancaster, Penna. 


FEBRUARY 1936 145 




















Editorial opinion 


On with the convention 


With all the scenery set, the Sixth Packaging and 
Packing Conference and Exposition swings into its act 
with more assurance and, we believe, with greater pos- 
sibilities for accomplishment than ever before. Cer- 
tainly there has been a greater effort to obtain a well 
balanced program and to have the several sessions co- 
ordinate, with respect to papers and discussions, the 
various subjects under consideration. 

It can or should be appreciated, however, that any 
program which attempted to cover present-day pack- 
aging in its entirety, or sought to reach out into every 
phase of design, production and distribution of pack- 
would ineffective, unless, of course, an 


—e 
aves, 


prove 
extended period of time was allotted for a series oi 
meetings. But all of those engaged in packaging work 
are busy individuals, so that the ume factor places a 
definite limit on the attention which can be taken 
from their regular work to attend meetings of that sort. 
Hence, there can be but one method of procedure, 
under the present plan of an annual meeting, and that 
must include the consideration of those subjects which 
are of greatest importance to the majority of those at 
tending, and which can be covered as thoroughly as 
possible within the allotted time. 

We might say, in this connection, that the work ol 
the program committee is no easy job. Each member, 
we believe, takes his responsibility seriously and unsel- 
fishly. Equally, if not more so, is the attitude of the 
sponsor, the American Management Association. Each 
year, immediately following the conference and exposi- 
tion, comments and suggestions are asked for in ordei 
that they may be incorporated in future plans, and this 
practice is continued throughout the year. So that when 
the committee makes its recommendations, it has had 
the benefit of expression from many individuals and 
companies who are actively interested in the packaging 
field and familiar with its problems. 

It is impossible of course to include every suggestion 


\.M.A. or to the members of 


which was made to the 


the program committee, or even by the members of 


the committee. So that there may be some of those 


attending the meeting who will be disappointed that 
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their pet subject failed to receive its proper recogni- 
tion. But such omissions do not indicate indifterence 
or unwillingness on the part of the committee or the 
management. They are due only to time limitations 
and an honest appreciation of the fact that the cntire 
subject of packaging is much too comprehensive to 
benefit by a crowding of unrelated subjects. 

[his condition, however, promises much for the con- 
duct of the future conferences. We can recall that the 
first “Packaging Show” met with certain doubts as to 
its continuation. ‘There was an impression in some 
quarters that the subject of packaging had_ been 
“worked out,” that there was litthe more to be said 
about it—probably not cnough to warrant any further 
attention from a convention angle. Such an opinion, 
however, was, fortunately, in the minority, and there 
is litthe need to point out its fallacy. For packaging 
las consistently progressed in an ever-increasing exten- 
sion of its activities and ramifications, and will con- 
tinue to do so. 

It is not alone in technical developments and public 
acceptance that the growth of packaging is evident. 
With cvery industry which emerges from its swaddling 
clothes, there develops an individuality or personality 
side, and this condition, we feel, is becoming increas. 
ingly evident in the packaging field. ‘The several inter- 
ests and the individuals who serve those interests are 
becoming better acquainted with each other. And in 
no small measure are these annual conventions respon- 
sible for the advantageous furthering of such  relation- 
ships. Here are the opportunities for not only the 
exchange of packaging knowledge but for improvement 
of acquaintance. 

MoperRN PACKAGING looks forward to these gather 
ings each year as a means of contacting old friends 
and meeting the new. They are always pleasurable 
occasions; we are inclined to wish they came with 
greater frequency. This year we hold forth in Booth 


No. 502 (adv.) where a hearty welcome awaits all 


CRO GAN vee 


visitors. See you soon! 
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The recognition which this Burt box, as part of the new Pinaud package family, won 


aie: in the All- America Competition adds another to the list of world-famous packages 


produced in the great Burt plant (pictured above). . 


gather: 


friends It is not the mere fact that Burt made them that stamps these packages as outstanding 


asurable sales successes. For strong organizations, clean reputations and good products always 


1c wi help bring even the finest packages to the front. 
1 Booth 


aits all But it is significant to note that so many of America’s leading packagers prefer to make 


the Burt plant their major source for round and other set-up boxes. Where their choice 


leads, your organization—leader itself or leader-to-be—may well come along. 





FP. N. BURT COMPANY LTD. 


500-540 SENECA STREET, BUFFALO, N. Y. 
























By FRANCIS D. GONDA* 


as ALLING all eyes” would be an apt slogan for the 

we objective of most advertisers in re-packaging 01 
re-designing their products. Or, rather, it is a fond 
hope, a consummation devoutly desired. But, unfortu- 
nately, not attained unless the package is first placed 
where it may be seen. 

The package in a bin under the counter, no matte) 
how attractive, gets little chance to “attract.” And while 
it has a better chance on the shelf, it is still in compe- 
tition with scores of other products, more and more ol 
which are making use of the same competitive weapon 
of better, more colorful, more attractive design. But if 
you can get your package “out in front,” virtually 
isolate it from competition, make use of some genu- 
inely novel, yet sound device to concentrate consume) 
attention to the exclusion of others, it has a real oppor- 
tunity to make an impression—and a sale. 

This challenge to advertising psychology and con- 
structive ingenuity has never stimulated a more inter- 
esting response than during the past year or two, as 
witness these outstandingly successful examples of “eye- 
pulling” display ideas that actually se//. 


“UF —_ 


Vice-president, Einson-Freeman Company, Inc. 


he Hunter 






requirements. Note the 
trade mark 


regulation 


BatTIMORE RYE 
WHISKEY A BLENP 


. 
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Pulling more eyes to the package 


holiday package makes its own 
fective display and also complies with 
cut-out 





Perhaps the most important factor in the stimulation 
of inventiveness has been the advent of new industries 
or revolutionary changes in industries within the past 
year or two. For instance, the introduction of beer in 
cans, which virtually created an entire new set of mar- 
keting problems in an industry that itself was just re- 
born through repeal, was responsible for a brand-new 
type of floor display—the combination “Jumble Tray” 
floor stand. 

This floor stand makes use of an inverted cone con- 
struction, which causes the contents continually to 
slide to the center, in order to keep the jumbled “bar- 
gain” effect which has proved so potent a stimulant of 
pick-up sales. And, because of the engineering principle 
of equal distribution of stresses, the circular bottom 
can bear a weight of almost as much as a man can lift, 
although made of lightweight board that may be picked 
up with two fingers. 

The newly revived liquor industry was also respon- 
sible for another new principle of display which was 
quickly adopted in such widely differing lines as the 
perfume, grocery, department store, jewelry and drug 
fields. This was the “reflector” idea, which employed 


. 





Foil combined with lithographed card- 
board provide ‘‘reflector’’ backgro 
for the Hunter “back bar” and t! 
displays. Illustrations by courtesy of 
Einson-Freeman Co., Inc. 
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A FEW WELL-KN@& 


Detroit Soda Products Co. Commercial 


S. F. Whitman & Son 
National Biscuit Co. 
E. R. Squibb & Sons 
Aunt Jemima Mills 
Morton Salt Co. 
Parke, Davis & Co. 


American-Maize Products 
Hecker H-O Cereal Co. 
Smith, Kline & French 
Crosse & Blackwell 

Quaker Oats Co. 
Rosenberg Bros. 
Maury-Cole Co. 

Dow Chemical Co. 


Bristol-Myers Co. 





American Stores 

Standard Brands 

Royal Baking Powder Co. 
Yardley & Company 


Coty, Inc. 
ibe rBros. Milling Co. 


’ Drug Stores 







Diamond Crystal Salt Co. atkins Co. 


Peter 


STOKE 


PACKAGING MACHINERY 
Frankford, Philadelphia, U. S. A. 





British Office: 23, Goswell Road, London, E. C. 


hler Swiss Chocolate Co. 
Philadelphia Wholesale Drug Co. 


MITH © 


PAPER BOX MACHINERY 


EQUIPMENT 
S HAS BEEN 
OF LEADERS. 


gig . 


wear 


i 
[5 to 120 & minute 


Ohio Salt Co. 


International Salt Co. 


A. Goodman & Son 








Merck & Company 


Durkee E ods, Inc. 
Hoyt Se 

A. & P.O ammipany 
Kind & Knot Co. 


H. C. Brill Co., Inc. 
Frank Tea & Spice Co. 
Johnson & Johnson 
Spratt’s Patent Ltd. 
Kellogg Company 

Battle Creek Food Co. 
Canadian Industries Ltd. 






1 








UNIVERSAL FILLER 
For any powder, granu- 
lar product or paste. Fills 
by gross weight, volumet- 
ric measurement or pack- 
ing. Speed: 15-30 units 
per minute. 





CONVEYOR 
NET WEIGHT SCALE 


For nuts in shell, hard 
candies, flaked products, 
etc. Fills by net weight. 
Speed: 15-25 units per 
minute. 











AUTOMATIC 
TIGHT-WRAPPER 
For all food and 
grocery products, 
Automatic. ally 
tight- wraps carton 


with printed label, tom seals, fills, top 
Speed: 60-70 units seals, Speed: 40-75 
Per minute, 





NEVERSTOP 
FILLER & SEALER 
For all grocery 
products in cartons, 
Feeds cartons, bot- 


units per minute. 














VOLUMETRIC FILLER 
For salted and shelled 
nuts, tea, whole spices, 
flaked cereals, etc. Fills 
by volumetric measure- 
ment. Speed: 20-30 units 
per minute. 






































































metallic foils (in combination with litho- 
graphed cardboard) to provide a glittering 
background to “glorify” the package and 
focus the attention of all possible purchasers 
within eye-range. Because the curved me- 
tallic surface catches and reflects any avail- 
able light—whether daylight or artificial 
light—the display virtually becomes an 
illuminated display, “spotlighting” the 
product and bringing out all the attractive- 
ness of a well designed package. Or it may 
be used to throw in high relief the name of 
the product or trade-mark, in ingeniously 
contrived countei “back bar” 
displays that hold one or more units of 


stands on 


the product. 

A third new idea—that of making the 
individual package itself convertible into 
a display—was inspired by the necessity to 
get around over-strict regulations by the 
liquor boards of some states, which forbade 
the use of distillers’ display material in 
package stores. The Hunter holiday pack- 
age, for instance, made use of a clever auto- 


Checks COLDS in a day! 


Novel displays which intrigue the customer with 
ingeniousness are always sales producers for the 
floor stand 
that encourages sales. Illustration by courtesy of Einson- 


ucts so shown. At right: A “jumble tray” 


Freeman Co., Inc. 


matic “snap-up” construction to convert the package 
into a highly effective display which, nevertheless, con- 
formed to regulations. When the front of the package 
was let down, making the bottle and its label con- 
spicuously visible, the interesting trade-mark cut-out 
of the red-coated hunter jumping his horse over the 
bars automatically sprang upright. The same “‘snap-up” 
construction can be applied to many other forms of 
counter or window display and has been effectively 
used in the drug and other fields. 

But possibly the most interesting series of novel dis- 
play ideas was evolved to lure the consumer to come 
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NO OTHER TOOTH BRUSH HAS 
ROUND END BRISTLES 


OTHER EXCLUSIVE FEATURES 


right up to the counter and do 
something himself—or, as is far 
more frequently the case, herself 
—to actuate or virtually to “\ini- 
mate” the display. In the “Dial. 
og” display, the consumer pulls 
down a series of little arrows or 
handles and, presto, several iiiter- 
changes of conversation between 
two pictured people ensue. Or 
people of sporting proclivities 
may spin a disc, and see if they 
can make a_ lucky seven or 
eleven. Or the curious customer 
may peep through an actual 
stereoscope on the counter, and 
a micro-photograph will spring 
into “life,” actually in three di- 
mensions. 

These displays, in effect, adopt 
the technique of radio broad- 
casting, furnishing amusement 
or entertainment to lure pro- 


spective purchasers into absorb- 
9ERMA GRIP 


KRUEGERS 
BEER*°ALE 


IMs mot CANS 


their 
prod- 


ing the advertising message. But, in this case, they not 
only induce the consumer to get the story for himself, 
but put the package, so to speak, into his hand. 

What is more, they perform a distinct service to the 
dealer in keeping waiting customers amused and _ busy 
—not to mention arousing the curiosity of others who 
watch them operate the displays! To sum up, it is no 
longer sufficient to improve your package and _ then 
depend on the dealer to put it where it will be seen. 
You must give him both a sound reason and a means 
of giving it the “preferred position” that means 
more sales. 
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Here are three bags that tell a story of sales-appeal, protection 
and economy —the three most important points in packaging 
now combined in three attractive bags. 


RIEGELINE Bags cost but little more than ordinary glassine yet they give 
you good all-over transparency. They are strong, brilliantly printed and 
are particularly suited to any product not needing moisture protection. 


RIEGELITE Bags have an inner wax lining that will keep your products 
fresh and extend its period of saleability. They offer all-over transparency 
and soft pliable strength at a cost so low they can be freely adopted wherever 
moisture protection is essential. 


DIAFANE BAGS are something really new in the bag line. They are highly 
transparent and the glossy surface will not mar with handling. Different 
grades provide high or low moisture protection and heat sealing, if desired. 
Many manufacturers are already maintaining sales and cutting costs through 
changing from transparent cellulose to Diafane bags. Sheets or rolls for 
package wrapping can also be supplied. 


These three bags are made from coast to coast by leading bag manufacturers. 
Write now for full quotations and samples. We are sure you will find them 
of interest. 


FOR THEMSELVES 


RIEGEL PAPER CORP. 342 MADISON AVE., NEW YORK 
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its candies. 


boxes. The other boxes are foil covered. 


HE E. F. KEMP COMPANY started in the business 

of preparing and selling salted peanuts in bulk over 
twenty-five years ago, beginning in a small way and 
gradually expanding as its reputation for a good prod- 
uct spread. As the public became package-minded 
and merchandising methods changed, this company 
kept abreast of the times and put out its products in 
attractive and well considered packages. By this time 
the line included more than peanuts; salesmen and dis- 
tribution covered a large part of Eastern United States, 
and as the trade gained confidence and the public ac- 
cepted Golden Glow nuts as desirable, there grew up a 
demand for a line of candies. At first these were, quite 
naturally, nut confections but now it includes all kinds 
of chocolates. 

It has been a consistent policy that all Kemp prod- 
ucts should be of the best possible quality and that thei 
price should be determined on this basis alone. ‘The 
trade and the public have responded and shown this to 
be a good policy. For this reason it has been consid- 
ered necessary to have packages which would express 
their contents, and some interesting experiences have 
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They fit the pocket, these new packages which the Kemp Company has adopted for certain cf 
Each of the two at the left include a small knife wrapped into the cover of the 


All are wrapped in transparent cellulose 


Convenience and beauty boost candy sales 


been encountered and = corresponding developments 
have been made. 

While this concern is primarily a producer of salted 
nuts and has put out several attractive and effective 
packages for them, its current efforts in package design 
have been with respect to a new and striking line ol 
containers for its candies. For this reason the present 
discussion is confined to these boxes. 

The new one pound box for chocolates, known as 
Signature Chocolates, has on the cover a finely colored 
picture of the Colonial home of Mr. Kemp in Carlisle, 
Mass. The design around the edges shows the typical 
New England stone wall. Originally the design for 
the cover was a picture of the same house in a black 
and white pencil drawing, but the sales did not 0 
nearly as well as after the present color sketch was used. 
A variety of wrappers are used for different days, such 
as Thanksgiving, Christmas, Valentine’s Day, Mothers 
Day, Easter, and so forth. One of these wraps is illus- 
trated, and from this it will be seen that the design, 
which is characteristic of the others used, is appropriate 


] 


to the occasion. The standard box is always wrappe¢ 
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ACKAGES ... like people . . . possess 

individual personalities. The creator of 

the package ... the manufacturer of the 

product it contains... has the power to start it 

off to assured sales success ... if that vital quality 
of charm is built into the ensemble. 

Kimble Glass Vials are more than just handy con- 
tainers for drugs and pharmaceuticals. They are lus- 
trous, dainty, colorfully closured carriers of distinction 
and appeal... for tablets, powders, pills, capsules, 
chemicals, oils and hundreds of other items. They 
are designed for beauty as well as strength and 
safety. Their attraction is so sure, their convenience 
and utility so positive, that they always command 
choice positions on shelf or counter. 

It doesn’t pay to gamble with ‘ordinary packages, 
when Kimble Vials bring you that certainty of eye- 
appeal and sales success. They are available for 
Droppers, Applicators, Goldy Seals, Re-Seal-It Caps, 
Metal and Moulded Screw Caps, Shaker Tops, Corks, 
and many other special closures for specific sampling 


or packaging needs. 


A 


Consult Kimble FIRST... for assured 
success in your sampling and 
packaging program. 


K\ KIMBLE GLASS COMPANY: -: - VINELAND, N. J. 
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in transparent cellulose; the special wraps are placed 
over the cellulose, and then the outer wrapping has an- 
other transparent cellulose covering for the sake of ap- 
pearance. The dollar box of chocolates is in gold and 
has a richer appearance than the less expensive line. 
The special Christmas wrap for this is also gold with 
a green holly design, red berries and a red candle. 
Special wraps are also used for the boxes of assorted 
nuts. 

A new line of boxes has just been brought out fon 
chocolate almonds, thin mints and wintergreens, peanut 
clusters and peanut brittle in which particular atten- 
tion has been paid to the packing of the confections 
inside the boxes, and for which a heavy metal foil is 
used over the cover. All of these are of a shape which 





will slip into one’s side pocket, making the package 
convenient to take home. All are wrapped in trans- 
parent cellulose at the factory. Appropriate colon 
schemes are used; that is, the box for the wintergreen 
has a pink motif and that for the mint has green. The 
chocolate almond box is a purple and lavender com- 
bination and the peanut brittle is gold, blue and orange. 
A description of the two latter packages will indicate 
how well this packaging problem has been handled. 
Experience has shown that chocolate almonds are not 
usually bought in large quantities, and that there is a 
demand for a small quantity package. So the box has 
been designed to hold only one quarter of a pound. 
The inside has been divided into thirty compartments, 
three rows of ten each, by brown paperboard spacers. 
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Each holds one piece of candy placed in an individiial 
chocolate colored cup. The appearance is neat and 
appetizing and the pieces are easy to get at. 

The peanut brittle box is unusually rich in appear: 
ance, and an almost startling improvement over the 
usual package of this confection made of cheap mite- 
rial with the contents thrown in loosely and broken 
into a miscellany of big and little pieces. The illus- 
tration shows the old and new boxes. The contents 
consists of two layers of six pieces each of peanut brit- 
tle cut into rectangular shape and all of the same size. 
They are laid side by side on parafhined paper folded to 
form compartments, and between the layers there is a 
piece of paraffine paper to separate them. The appear- 
ance is extremely neat and appetizing and unique for 
this kind of candy. The sale of peanut brittle has al- 
ways been good but it was felt that there was a real 
need of improving the existing package to make it more 
expressive of the effort put into the product, and this is 
the result. 

Another type of package which is just being put out 
is worthy of attention. It is being used as a box for 
penuche and fudge and is of a size to hold a pound. 
It has always been felt that these confections lose a good 
deal by rapid drying when cut into small pieces. As 
the company makes every endeavor to get its products 
to the public in the best possible condition, an effort 


has been made in this (Continued on page 192) 
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In the recent All-America Package Com- 
petition, the First Prize (gold medal) for 
efficiency of packaging machinery and 
plant layout went to the Charles B. Knox 
Gelatine Company. The Second Prize 
ut out (silver medal) was awarded to Emerson 


this is 


x for Drug Company (Bromo-Seltzer). 
ound, 


Both of these concerns use our bundling 
1 2006 


‘ machines* in their packaging departments. 
s. As 
Wilbur-Suchard Chocolate Company Bundling machine installation 


oduc ts Charles B. Knox Gelatine Co. 


effort was awarded the Second Prize (silver 





192) medal) for the excellence of the wrapping 
on their chocolate bars. These colorful 
and attractive bars are wrapped in printed 
transparent Cellulose by our Electric Eye 
Bar Wrapping Machine, which registers 
the printing perfectly on the bar. 


The money-saving efficiency and sales- 
winning wrapping produced by our ma- 
chines have made them the choice of the 
large majority of package goods manu- 
facturers. 


*The packages are fed automatically to the bun- 
dling machine, which assembles them and seals them 
in strong paper, affixing end-seals. Eliminates the Bundling machine installation 
expense of packing in expensive cardboard boxes. Emerson Drug Company 
Saves thousands of dollars annually for many 
concerns, 


Literature on request 


PACKAGE MACHINERY COMPANY 


Springfield, Massachusetts 
CHICAGO CLEVELAND 
MEXICO, D. F., Apartado 2303 
Peterborough, England: Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 





Visit our Booth 
No. 212 


at the Packaging Show 


Wrapped in printed trans- 

parent cellulose by our 
Electric Eye Bar Wrapping 
Machine. 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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ppv ER forget the PACKAGE 


ODERN packages demand skillful design and attractive color 

combinations. Heekin Lithographed Metal Containers are strik- 
ing for their distinctive beauty — their scarlets, dazzling white, glossy | 
black or any other color reproduced the same on a million containers | 
without a change of tint or loss of detail. Heekin grinds and blends its 
own colors to insure you of the best. Write us for any assistance we 
may give to you. The Heekin Can Company, Cincinnati, Ohio. ; 


LEEKIN CANS | 
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HE complete program for the Sixth Packaging 

and Packing and Shipping Conference, as released 
by the American Management Association, is included 
on this page. On the reverse side will be found a floor 
plan of the exhibits, together with a list of the ex- 
hibitors at the Sixth Packaging Exposition. 


“TUESDAY MORNING, MARCH 3 
Unit Packages—Basic Considerations 
Oliver F. Benz, DuPont Cellophane Company, Inc., Chairman 
10:00 A.M. The Purpose of the Package. Arthur E. Tatham, ad 


vertising manager, Bauer & Black, Division of ‘The 
Kendall Company 


10:30 Discussion 

11:00 The Family Group of Packages. Thomas S. Green. 
Norton Pike Company 

11:30 Discussion 

12:00 Noticeable Trends in Package Design. C. B. Larrabee, 


The Printers’ Ink Publications 


TurspAyY NOON, MARCH 3 


There are two Round Table Luncheon Sessions. Each will be 
conducted as a discussion group under the leadership of the 
chairman. 


2:30 P.M. Luncheon A—Standards for Protective Materials 
Chairman: Dr. L. V. Burton, Food Industries 
Discussion leader: C. A. Southwick, General Foods 
Corporation 


12:30 Luncheon B—Point of Sale Advertising 
Chairman: William Guyer, Seagram-Distillers Cor 
poration 
WEDNESDAY MORNING, MARCH 4 
Unit Packages—Merchandising Problems 
James C. Lewis, E. R. Squibb & Sons, Chairman 


10:00 A.M. ‘Tackling a Redesign Job 


10:30 Discussion 
11:00 The Relation between Advertising and the Package 
11:30 Discussion 


WEDNESDAY Noon, MARCH 4 


12:30 P.M. Wolf Award Luncheon 
Irwin D. Wolf, Kaufmann Department Stores, Inc.. 
Chairman 
{At this luncheon there will be presented to the winners, the 
Irwin D. Wolf awards for distinctive merit in each of the twenty 
classifications and of the Irwin D. Wolf trophy for the outstand- 
ing package among the twenty winners. 


WEDNESDAY AFTERNOON, MARCH 4 


2:00 P.M. Sixth Packaging Clinic 

At this clinic ten packages made of different materials within 
the last two years will be presented by the owners for analysis 
and criticism by the clinicians. There will be ten minutes for 
discussion and questions from the floor about each package. The 
group of clinicians includes authorities on various phases of 
packaging. 

Joseph Givner, Sears, Roebuck and Company, Chairman. 
Clinicians: Arthur S. Allen, colorist; E. H. Beardsley, Miles 
Laboratories, Inc.; Fred G. Cooper, artist; George R. Gouge, 
Batten, Barton, Durstine & Osborne: Harry Groesbeck, Sterling 
Engraving Company; W. A. Hart, E. I. Du Pont de Nemours 
Company; William Latham, Fort Orange Paper Company; C. R. 
Miller, Eli Lilly and Company; FE. H. Powell, Encyclopaedia 
Britannica; J. F. Vance, Fortune Magazine; Kenneth Warden, 
Seagram-Distillers Corporation; Hamilton Wood, Commonwealth 
TESS. 


Program of Sixth Packaging Conference 


Picurspay MORNING, Marcu 5 (Concurrent Sessions) 
Packaging Machinery 
H. H. Leonard, Consolidated Packaging Machinery 


Corporation, Chairman 


10:00 A.M. When a Package Is Successful, These Factors Must 
Co-operate: the Machine Maker, the Material Maker, 
the Packager. William M. Bristol, Jr., Bristol-Mvers 
Company 


10:30 Discussion 

11:00 Packages and Production Machinery. George R. 
Webber, manager, Standard Brands, Inc. 

11:30 Discussion 

12:00 Standard Machinery vs. Special Machinery. Frank C. 


Chase. E. R. Squibb & Sons 


12:30 P.M. Open discussion 


Puerspay MORNING, MARCH 5 
Packing and Shipping 
FE. FE. Ames, General Box Company, Chairman 


10:00 A.M. The Purchasing Agent Selects Shinpine Containers. 
S..T. Edgerton, United States Rubber Products, Inc. 


10:30 Discussion 


11:00 Transportation Problems in Connection with the 
Handling of Containers. G. M. Dallas, American 
Railway Express Company 

11:30 Discussion 


12:00 Value of the Compression Test in Determining 
Strength of Boxes. J. D. Malcolmson, Robert Gait 
Company, Inc. 


12:30 P.M. Discussion 


THURSDAY Noon, MARCH 5 


There are two Round Table Luncheon sessions. Each will be 
conducted as a discussion group under the leadership of the 
chairman. 


1:15 P.M. Luncheon A. Container and Packing Problems of 
Articles Requiring Interior Packing 
Chairman: Carl A. Wood, Mercantile Stores Company 
1:15 Luncheon B. Container and Packing Problems of 
Articles Not Requiring Interior Packing 
Chairman: L. W. Oliver, transportation consultant 


Fripiy MORNING, MARCH 6 
Packing and Shipping 


J. H. Macleod, Vice President, The Hinde & Dauch 
Paper Company, Chairman 


9:45 A.M. The Package Is Finished; Will the Consumer Receive 
It in Good Condition? J. H. MacLeod 

10:15 Open discussion 

11:00 Packing and Shipping Clinic 

Plywood, wood and wirebound crates: unit packages; and cor- 
rugated and solid fibre boxes for a variety of products will be 
analyzed. Samples of good and bad types will be criticized as to 
laboratory design, printing, shipping, transportation, and_protec- 
tive efficiency. 

Albert W. Luhrs, Container Testing Laboratories, Inc., chair- 
man. 

Clinicians: R. L. Beach, General Electric Company; George 
Crossland, Associated Merchandising Corporation; Neil Fowler, 
General Box Company; A. L. Fox, James H. Matthews & Com- 
pany; A. P. Kivlin, Association of American Railroads: J. D. 
Malcolmson, Robert Gair Company, Inc.: H. L. Phyfe, Association 
of American Railroads; Don L. Quinn, Don L. Quinn Company. 
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Plan of Exhibition Floor and List of Exhibitors, Sixth Packaging Exposition 


An urgent and cordial invitation is extended to ali to visit MODERN PACKAGING in Booth No. 502. 


Booth Booth 


Firm No. Firm No. 
American Coating Mills, Inc......... 610 DuPont Cellophane Co., Inc......... 202 
American Perfumer Publishing Co... 102 PORGIIBOR NOO5. TMs s.0'6:sa-ese en disiarece es 205 
Amsco Packaging Machinery Co.... 405 FOO INGUStvieS «oo. ss osc occ 0 veed- 105 
Arabol Manufacturing Co........... 612 POON M0) a wins iicaains Moka cenehe 305 
Armstrong Cork & Insulation Co..... 301 GRRE ESS PONE 5 ooo 0,0 ose were doa 509 
Associated Cooperage Industries of General Plastics, Inc.............. 504-506 

iy es Bae | ae 113 eett 150),; Pre PROG 6 sais since hsas ets 404 
Auto Glench Co., Inc. .......6.0000. 212 Hercules Powder Co..............0. 403 
Bakelite Corporation ............. 607-609 Hinde & Dauch Paper Co.......... 514-516 
Beck Machine Co., Chas............ 602 jiffy Pod & Excelsior Co, .......se06 206 
Bemer (0, BOA. Cove cc csc cacesescs 604 Kalamazoo Vegetable Parchment Co. 203 
DON BONOE OO.. ccccccccoeceveces 510 ERIS Ts) Ws Os’ a aiee.d:0 a0 bee 8 406A 
Breskin & Charlton Publishing Corp.. 502 Leer PE Oo. 6 6:00.08 o01a:d« ae, o-0- 116 
BONE ARNON 6 ib ihs wp siv.5% 0 30 .0ie-a 109 Marsh Stencil Machine Co., Inc...... 210 
Selluloid Corporation ............513-515 Sl ton 9M co. dO: i ara 209 
Sleveland Container Co............. 306 National Adhesives Corp............ 204 
Container Corp. of America......... 501 National Metal Edge Box Co......... 614 
Continental Can Co; occ csccccsce 201 New Jersey Machine Corp.......... 114 
FS i Ore 207 Nussbaum Novelty Co.............. 608 
CS a re 701 Owens-Illinois Glass Co............. 402 
Drug & Cosmetic Industry ......... ] Package Machinery Co............. Zi2 
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Firm No. 
PAGRAGINS DIGCSE «oo. 6.055/e.0n.sonneceos 103 
Packing © Shipping .............+- 605A 
Pioneer Paper Stock Co............. 302 
Plaskon Company, Inc.............. 110 
Reynolds Metals Co., Inc.......... 613-615 
Rhinelander Paper Co............+: 107 
Pleriewan Co. Do Ase s:< 660i scos tems sios 505 
Riegel Paper Corporation......... 601-603 
Setton Fibre Can Goi oc ccccccccences 303 
Sherman Paper Products Corp....... 507 
SIME GOs 5 FOO SB 66.6. 6:6:0 <0 0:00 5s 106 
Stokes G SmUn Cok... cccicesnivens 115 
Sylvania Industrial Corp...........- 401 
Topics Publishing Co.........008660° 211 
Transparent Wrap Mchy. Co........- 510A 
Triangle Package Machinery Co..... 304 
Tripard Manufacturing Co..........- 210 
Union Steel Products Co........ oo 
U. S. Automatic Box Mchy. Co....... 508 
Wilson & Bennett Mfg. Co........... 6ll 
Wrap-Ade Machine Co............+5 104 

























F.1 rue CANNERS’ SHow... 
held at Chicago in January 





The crowds attending 
and the interest shown 
was significant of the 


trend towards the lJat- 





est type of equipment 
for more efficient and 


increased production. 











Our New A-W-D Wasuer 


attracted unusual attention 


It will handle any size or shape of container—operates in fully auto- 








of Bot- matic or semi-automatic line, particularly where large production is 
required. Is fully automatic in operation. Simply place bottles or 


Manufacturers 
tling and Packaging Ma- 
chinery for the handling 
of liquids and_ semi- 
liquids. 


containers on feed chutes and they are automatically fed to cups 
on flights—carried in an inverted position to sprays and then are 
delivered in an upright filling position to conveyor belt, where they 
ride to the filling machine. Has a capacity of from 100 to 200 con- 
tainers per minute. 

Furnished in three types of feed: 

Slide Feed for hand loading of containers. 
If you would like to 2. Unscrambler Feed for handling round containers by the case, 


receiv ay ; ‘ ‘ p 

p e our House Organ making it possible for a single operator to handle as high as 200 
Bottling & Packaging adie ‘aut 

Engineer”, send us your containers per minute. 

name to be added to our 3. Roll Feed for handling round tin containers from the floor above, 


mailing list. which are fed by gravity direct to washer, eliminating the need 





of an operator at the machine. 


U.S. BOTTLERS MACHINERY CO. 


Offices in all principal cities 
4030 No. Rockwell Street Chicago, Illinois 
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PROTECTOID 


Reg. U. S. Pat. Off. 


Strikes A New High 


in the Transparent 
Packaging Field... 


To alert merchants who recognize the potency of trans- 
parent packages for stimulating and increasing sales, 
the makers of Protectoid now offer the most complete 
range of transparent packaging services. Consider this 
entire range, from plain and printed wraps to semi-rigid 
transparent containers. You will find a real opportunity 
pregnant with sales building possibilities in this ideal 
material—Protectoid. 


To hundreds of packagers and their suppliers, the 
proved packaging experiences of Celluloid Corpora- 
tion’s research and practical experts and its up-to-date 
manufacturing facilities, have been made available to 
perfect and improve their packages. At your command 
these same facilities are available to help you improve 
your packages in any of these classifications: Trans. 
parent wraps, box windows, printed wraps, semi-rigid 
containers, display or box covers. 


Because the field covered is so broad, because develop- 
ments are achieved and improvements made in rapid 
order, your name placed on the mailing list of Celluloid 
Corporation will bring to you the latest developments 
in the field. There is no obligation incurred. Just 
write to Product Development Division. 


PROTECTOID BOX WINDOWS 


Because Protectoid is absolutely crystal clear, free 
from yellow cast, and is non-stretching and non- 
shrinking, weather stable, and finally because it does 
not age or become brittle it has been widely adopted 
as the ideal material for box and carton windows. 
Protectoid windows always display the merchandise 
itself with true fidelity and they always provide the 
utmost protection to the contents of the box. 


PROTECTOID PLAIN OR 
PRINTED WRAPS 


Crystal clear, glistening, smooth as satin, shrink- 
proof, moisture-proof, dust-proof, _vermin-proof, 
rodent-proof, grease-proof and water-proof—these 
are Protectoid’s outstanding qualities. For these and 
many other qualities too numerous to list, Protectoid 
is acknowledged as the best available transparent 
wrapping material. Because it takes printing easily 
and to perfection, in a variety of multi-colored effects, 
hundreds of printed Protectoid wraps are now in 
successful use. 


PRODUCT DEVELOPMENT CE LL OID 


DIVISION 


General Sales Office: 10 EAST 40th. ST., NEW YORK CITY 
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In its heavier weights Protectoid has no peer as 4 
material for the making of all shapes of semi-rigid 
boxes and containers. An up-to-date and completely 
equipped plant is now turning out the packages il- 
lustrated and numerous others at costs far below 
those available in this field. Celluloid Corpora: 
tion’s new but tried production methods have made 
possible many new effects of great strength, beauty 
and sales appeal. Before you decide on your package 
medium, investigate these different, novel and better 


packa ges. 


Protectoid Box Coverings 


To protect the delicate printed wrap of this powder 
drum cover, to bring out its full tonal beauty and 
attractiveness and thus avoid “shop worn looks” 
Celluloid Corporation’s engineers have developed a 
new type of seamless covering. These coverings oF 
jackets are made of Protectoid shells shrunk over 
each cover to a permanent, tear-proof fit. This revolu- 
tionary packaging development is amazingly inex- 
pensive and ean be applied in a number of different 


variations to achieve unusual and attractive effects. 











Plastic boxes from stock molds 
SHEET TWO 


Here is another page of stock mold boxes which indicates the diversity of 39. Simply designed cigaret bo 


sizes and styles available without initial mold costs if exclusive design is hinged cover. 6%%¢ in. long by 3 in 


not required. These boxes are not “in stock” but can be molded promptly all height of 24 in 
in any colored plastic material suitable to the packaging need. $7. Famous memo pad with concealed 


+4: . roll of aper which may be tom 
Even small quantities of one hundred or more can be obtained at reason- ee ee pe 
off as used. The space beneath provides 


able prices. Write for further details and prices. Samples will be sent storage space for clips ond wie 


to business firms upon request. bands. Molded in three parts. 5% in. 
by 3% in. inside 


wide. 1% in. deep inside with an over 


sigaret box with roulette wheel mounted on a bearing 49. Shown with thumb grip cover removed. 3¥% in. by 2 
s easy spinning. Diameter, 3% in. Height inside, 214. 1¥% in. deep 
in. Overall, 4% in. In our brief descriptions we have mentioned only the possible re-use 
ller version of roulette wheel cigaret box. 21!"4¢ in. diameter. value of these boxes, but manufacturers will quickly grasp the 


overall desirability of such novel means of packaging their proauct. 


Address all inquiries to Plastic Box Department, Modern Packaging, 425 Fourth Avenue, N. Y. C. All 
molders are invited to send sample boxes from stock molds to appear on this page as space permits 
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FORBES is happy to have had a part in the design and the production of the LABELS, DIE CUT 
BOOKLETS and PRINTED CELLULOSE WRAPPERS on these prize-winning product packages. 


For cartons, labels, wrappers, merchandising pieces and displays possessing maximum eye- 
appeal and sales-building qualities, do as a great many other successful manufacturers are 
doing—avail yourself of the recognized CREATIVE COUNSEL of a house whose modern and efficient 
equipment assures ECONOMICAL QUALITY PRODUCTION, by calling in a FORBES sales representative. 


FORBE 


A A 2 es a CHICAGO © DETROIT *© CLEVELAND 





FOR CREATIVE CO-OPERATION consuit FORBES Fgryanss 


LITHOGRAPH CO. 


P0. BOX 513 * BOSTON | 























Promoting product introduction 


HE practice of “super-packaging’’—i.e. packaging 
the package to form a gift assortment—has gained 
wide acceptance among large food processing firms as 
a means of acquainting a large group of favorably dis- 
posed persons, including many who are already using 
some of each sponsor’s products, with the other items 
available in the line. Particularly among organizations 
having large distributing and factory staffs and wide- 
spread stockholders, the gift or sale of such super- 
packages—upon suitable occasions—has resulted in a 
measurable increase in the demand for the company’s 
entire line and particularly for new or less-widely pro- 
moted numbers, 
Needless to say, 
not planned to be 
ing or marketing 
large enough group of employees, stockholders or sales 


such package-gift: promotions are 
a major part of any firm’s advertis- 
program. The very existence of a 


agents presupposes the existence of a market in mil- 
lions, to which such a promotion is literally just a drop 
in the bucket. Yet, because of its special potentialities, 
such a promotion offers future profit: opportunities 
great enough to justify the effort, if the operation is 
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conducted on a “zero-net-profit” basis, or both the etfort 
and the expense if it is done on a below cost or free 
gift basis. It is true that in some instances such super- 
package promotions may even be conducted on a basis 
of full usual profits, yet it is to be doubted whether 
such profit does not serve to restrict possible sales and 
thus greatly limit the product-introduction and_ cus- 
tomer-development possibilities of the promotion. 

An outstanding instance of the successful planning 
of such a super-package is found in the recent work of 
the Kraft-Phoenix Cheese Corporation. The super- 
package, in this instance, was the most recent of an 
annual series and the most successful, resulting in the 
sale of many thousands of the assortments in each of 
the company’s five divisions. The stockholder angle is 
not actively pursued by this firm and therefore the main 
source of orders was among the employees of the com- 
pany and their friends. These were advised of the 
availability of the package and given complete in- 
formation as to contents, prices, etc. some time before 
distribution began. The packages were likewise dis. 
played in all the company’s (Continued on page 220) 
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WNT. 


The House of Rueckert (young for over forty years) 
specializes in the creation of dramatic packages and 
displays with a sales punch. 


Our list of clients is nation-wide—what we have done 
for others we can do for you. Your product can use 
this stimulus—a package far out of the ordinary in 
appearance and quality. Our Art and Merchandis- 
ing departments are set up to offer concrete plans, as 
well as artist's designs, tailored to meet the need of 
your particular product. 


Write Us Today 


ALL-AMERICA WINNER 


Directly above is shown the Chest we produced for Gorham Silver- 
ware, Winner of Bronze Award in the 1935 All-America Package 
Competition. 
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For The Third Year in a Roy 
Sheffield Tubes win 


Awards in All-America Competition! 


Two years ago, it was the Italian Balm tube (made by us for the Campana Corp 


Last year it was the Ruxtone Rubber Cement Tube... again a Sheffield tube ¢: 


our manufacture. 


This year, New England Sheffield Tubes win the gold award... with tubes mad: 
for Trim-It Pastry Decoration. Such recognition, year after year, is a significa 


tribute indeed to the quality of Sheffield tubes and the calibre of their uses 


If your problem is to secure a winning tube... correct in design and perfectly 


decorated ... place that problem in our hands. Our strategically situated plans 


insure you prompt and efficient service ... our reputation insures the high quali 


of our product. 



























































AY 








| 
‘\w AFTER REPAINTING 


\ 
20F. i 








\ 


* 
\ 
4 














ISF. . 
J \ 
lOFC , 





‘ 











5 F.C 














BEFORE 
O L \ 
































Chart A: An increase in available daylight was 100 
per cent and greater over an entire floor area when 
painting was completed at the American Stove Works. 
Right, above: The filling of face cream jars is accom- 
plished more efficiently when good lightirg is provided. 
Lower right: White walls reflect and diffuse light to 
good advantage in this cigar packaging plant 


Improved Illumination Pays 


(Continued from page 139) 


light that might reasonably be expected from the use 
of a white paint of known reflection value. Painting was 
proceeded with immediately and, as Chart A indicates, 
the increase in available daylight was 100 per cent or 
better over the entire floor area. The readings were 
made on days of like brightness outside, as determined 
by the same sight-meter, and the paint job was but one 
coat of white over a very dirty surface. This gain in 
interior illumination is not unusual in the least. Ac- 
cording to the condition of the wall and ceiling surfaces 
prior to repainting, and the type of construction or illu- 
mination employed, gains up to 300 per cent have been 
recorded in offices and factories by merely repainting 
with a good mill-white paint. The advantages of white 
paint are even more pronounced in the case of artificial 
illumination in that white paint distributes the light 
better and makes more of it available for useful work 
instead of absorbing as in the case of dark surfaces. 
White paint also forms a lighter background, avoiding 
the tendency for the light sources to cause glare in the 
manner of the familiar auto headlight at night. 

Where attempts are made to build illumination up to 
the desired high standards by increasing the intensity of 
the light source alone, it invariably results in glare from 
the contrast of the light sources against a dark back- 
ground. In other words, to provide ideal seeing condi- 
tions, consideration must be given to three factors: 

First: An adequate light source. 
Second: A suitable reflecting surface. 
Third: Sufficient diffusion to avoid glare. 

Inasmuch as upper wall and ceiling surfaces con- 
stitute the principal reflectors and diffusers or distribu- 
tors of both day and artificial light, the advantages ol 
having a white of high reflection value are apparent. 
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From the production standpoint, consideration should 
be given the fact that an abundance of light on an object 
has the effect of magnifying it. This is because we see 
an object by the light reflected from it, not by the light 
falling upon it. Hence, particularly in the case ol darker 
objects, an abundance of light means that the object will 
reflect more light—thus increasing the sensations which 


are apparent to the eye. 
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1. A COOPERATIVE STUDY 
ON LIGHTING 


The achievement of ideal seeing con- 
ditions does not rest with paint alone. 
To make the Save-Lite report sound, 
scientific, practical and authentic, it 
was prepared in cooperation with the 
Better Vision Institute and the National 
Better Light-Better Sight Council. 


2. CHECK POINTS ON PAINT’S 
FUNCTIONS 


Dollar for Dollar Service depends upon 
how well you capitalize on paint's pos- 
sibilities as a maintenance, appear- 
ance and illumination factor. 18 prac- 
tical and constructive check points are 
included, by which you may check 
your own plant. 


3. SPECIAL PICTURE SECTION 


Eight pages of photos comprising lab- 
oratory studies in light reflection, be- 
fore and after views, and pictures of 
outstanding “plant-conditioned” com- 
panies show graphically paint’s part 
in modern industry. 


4.YOUR LIGHTING STANDARDS 


Production efficiency, unit costs, acci- 
dent and spoilage control, etc., are so 
closely related to proper lighting, you'll 
find it profitable to check your plant by 
the chart on Recommended Standards 
of Illumination included in this booklet. 
It is based on research by sight, light- 
ing and production authorities. Have 

. the S-W engineer check 

your plant. 


THIS REPORT snouto Be IN EVERY PLANT 


SUPERINTENDENT & MAINTENANCE ENGINEER’S HANDS 


5. CHECK POINTS ON PAINT 
AND PAINTING 


Every industry has conditions peculiar 
to it that affect the life of the paint. 
Fumes, temperature extremes, moisture, 
etc. This report tells what a mill-white 
paint should be, how to apply it, and 
what the S-W Paint Engineering Ser- 
vice means to painting economies. 


6. ABOUT LIGHT REFLECTION 


This new Save-Lite Report—‘An Analy- 
sis of Plant Conditioning,” tells how 
to use Light Reflection in putting wall 
and ceiling surfaces to work as illu- 
mination’s first-aid for Better Light- 
Better Sight. 


7. YOUR UNIT COSTS 


Time study and efficiency engineers 
always turn to paint as a first step in 
reducing unit costs. “Improved Seeing” 
by means of white paint is but one of 
paint’s contributions. You'll be inter- 
ested in other ways cited. 


8. CASE HISTORIES 


The lighting story is told in the most 
convincing manner by case-histories 
of office and plant interiors. We have 
included these, together with illustra- 
tions and charts. The studies and the 
data are by technical engineers, 


SHERWIN-WILLIAMS SAVE-LITE 
THE PLANT CONDITIONING PAINT 


9. GRAPHIC PAINTING MAIN- 
TENANCE GUIDE 


From foundation to roof, some special 
type of paint is at your command to 
perform a particular service most effi- 
ciently and at a minimum cost. Your 
selection of the right paint and proper 
application governs the service you 
will receive. The graphic chart in the 
Save-Lite booklet shows at a glance, 
the proper paint. 


10. FREE TO ALL PLANT MEN 


This “plant-conditioning” guide is for 
all plant superintendents, maintenance 
engineers and company officials, sent 
free upon request to The Sherwin- 
Williams Co., Dept., IMW-10, Cleveland, 
Ohio. It is more than a story on Save- 
Lite mill-white. It is a practical refer- 
ence guide containing photos, graphs, 
charts and data valuable to all in- 
dustrial men. Avail yourself of a copy 
by filling out the coupon below. 


The Sherwin-Williams Co. 
Cleveland, Ohio 


I am interested in receiving free, a copy of 
the new Sherwin-Williams Save-Lite Catalog— 
y “An Analysis of Plant Conditioning.” 


no obligation to me. 


Name 








Dept. IMW-10 


There is 





& Position 


Company 


Please Print 





& Address 


City & State 
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It is also true that moving objects appear to be moving 
slower where light is ample—witness nighttime versus 
daytime driving. Operators find it considerably less 
difficult to follow operations where seeing conditions are 
adequate. Not only does this result in greater speed and 
According 


accuracy, but also constitutes a safety factor. 
to various insurance surveys and studies made by the 
National Safety Council, accidents are far more preva- 
lent in the smaller industries where good housekeeping 
is made less of and light and paint have not been com- 
bined to promote better sight. These surveys are based 
upon total man hours in the two classes of industry. Ac- 


cording to the Better Vision Institute, the cost to indus- 
try from accidents involving poor seeing conditions as a 
contributing cause is estimated at Over $150,000,000 per 
year—a steep price to pay, vet this figure does not include 
the cost from spoilage and retarded production. 

Summing up, there are at least six factors to consider 
in attempting to set up effective illumination: 


General illumination should be sufficient for easy 
seeing and safety, and also sufficient to eliminate 
glare from contrast between dark backgrounds and 
bright local lighting. 

Local lighting tor all close visual tasks where gen- 
eral illumination is inadequate for speed, preci- 
sion and safety. 

Elimination of glare from direct sun’s rays, ex- 
posed light bulbs and from sharp reflections. 
Reflecting surfaces. Walls, ceilings, etc., should 
be painted white to reflect all available light. 
Pastel colors should be used for dados, machines, 
etc., where eyes are constantly focused. 


conducted when 
work and 


operations are carefully 
supplied with abundant light for 


observation 


more 
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Daylight quality. White light. A color reflects its 
own color predominantly, therefore only white 
should be used for reflecting surfaces. White lizht 
is the least fatiguing. 

Intensity of light. The eye sees an object by the 
light reflected from it. Work or materials that are 
dark or lack contrast must therefore receive niore 
light to be seen easily without eye-strain. 


Too much stress cannot be given to careful selection 
of a mill-white paint in order to obtain the greatest ben- 
efits for the longest period of time and at a mininium 
of expense. The paint must have high initial whiteness 
and be of a type that will remain white under whatever 
conditions you may have in your plant. Special formula- 
tions are developed for use where heat, fumes, excess 
moisture and other adverse conditions would cause the 
failure of ordinary types. 

It should always be remembered that labor ordinarily 
constitutes about 75 per cent of the painting cost. A 
paint that applies easily, covers the greatest area per 
gallon and requires the fewest number of coats to obtain 
good hiding, will invariably prove the more econom- 
ical in use even though somewhat higher in price per 
gallon. 

Fast drying types of paint are available, but are not 
generally satisfactory in that they frequently entail sac- 
rifices in paint serviceability such as lowered fume re- 
sistance, quicker discoloring and shorter paint life. In 
some cases the hiding power of the paint is sacrificed 
so that two coats are required to do the job of a better 
mill-white formulation, with the result the 
to obtain (Continued on page 188) 
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total drying time 


In the shipping room, confusion is avoided, errors are minimized 
rates of production are maintained with correct 
lighting 


and faster 
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To solve their individual 
packing problems, three 
different forms of KIMPAK 
are used by Conklin Pen 
Company, Cincinnati Soap 
Company and American 
Thermometer Company 
respectively. 


Kimpak 


REG. U.S. PAT. OFF. & OREIGN COUNTRIES 


CREPE WADDING 


protects against shipping damage 


® Large or small — glass, metal, wood or other ma- KIMPAK is quickly and easily applied without muss or 


terial there is a form and size of KIMPAK to ade- 
quately protect your merchandise against damage or 


breakage in transit. The three 
forms illustrated are typical— 
each solves for its nationally- 
known user a different packing 
problem, 


KIMPAK comes in sheets, 
pads, and rolls of various sizes 
and thickness. It is cotton-soft, 
without dirt or foreign parti- 
cles to scratch or mar. Light 
in weight, flexible, resilient, 








FREE! 1936 Portfolio of KIMPAK 


KIMBERLY-CLARK COR. 
PORATION, Neenah, Wisconsin 
Address nearest sales office: 8 S. 
Michigan Ave., Chicago; 122 E. 
42nd St., New York City; 510 W. 
6th St., Los Angeles. 
Gentlemen: MP-2 
Please send us the 1936 PORTFOLIO OF KIMPAK. 
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waste. KIMPAK meetsall postal regulations. It issurpris- 
ingly economical to use. If you havea packing problem by 


all means investigate the conve- 
nienceand economy of KIMPAK. 
Mail coupon today for FREE 
portfolio of KIMPAK samples, 


KIMBERLY-CLARK 
CORPORATION 


NEENAH, WIS. 
Sales Offices: 
8 South Michigan Avenue, Chicago 
122 East 42nd Street, New York City 
510 West Sixth Street, Los Angeles 
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N.R.D.G.A. Holds Packaging Clinic 

Packaging progress occupied a prominent position 
in the discussions and exhibits of the Silver Anniversary 
Convention of the National Retail Dry Goods Associa- 
tion held at the Hotel Pennsylvania, Jan. 20 to 24. 

The first retail packaging clinic, held in conjunction 
with the convention, saw a soap flake box created and 
designed by Abraham & Strauss, Brooklyn department 
store, awarded the Wolf Retail Award by a jury which 





SOAP 
FLAKES 


included Helen Rogers Reid of the New York Herald 
Tribune; Richard Bach, Director of Industrial Rela- 
tions of the Metropolitan Museum of Art; Alvin Dodd, 
vice-president of the American Management Associa- 
tion; Gilbert Farrar, of the American Type Founders; 
C. B. Larrabee, of Printers Ink Publications, and James 
O. McKinsey, of Marshall Field and Co. 
Ten other packages were selected for recognition: 

For attractiveness of package printed in a single 
color: An alarm clock box entered by Montgomery 
Ward and Co. 

For a box printed in more than one color: Hat box 
entered by Peck & Peck, New York. 

For the most effective package from point of view 
of shelf or counter visibility: Red Star Coffee can 
entered by R. H. Macy and Co., New York. 

For the best re-designed package: Seroco turpen- 
tine, entered by Sears, Roebuck and Co., Chicago. 

For the best package displaying merchandising in- 
genuity regardless of adaptation of art: Perfume 
bottle and set-up box with wooden stand, entered by 
Hawes, Inc., New York. 

For the most effective package for consumer con- 
venience: Hand lock box entered by the Blum Store, 
Philadelphia, Pa. 

For the most effective store designed Christmas box: 
Box entered by B. Altman and Co., New York. 
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For the best designed package used by a grou), of 
stores: “Cavendale” box for set of stockings, ent:red 
by the Cavendish Trading Corp., New York. 

For the best group or family of packages: Pack .iges 
for soap flakes, cleansing tissues, nourishing crcam, 
talcum and tar shampoo entered and used by Abra- 
ham and Strauss, Inc., Brooklyn. 

Among the discussions relating to packaging and 
packing were addresses by Irwin D. Wolf, vice president, 
Kaufmann Department Stores, who spoke on the sub. 
ject, “Is Your Store Branded for Profit,” and by Ann 
Swainson, of Montgomery Ward and Company whose 
topic was “Better Packaging.” Others participating in 
the general clinic on packaging and _ private brands, 
under the chairmanship of David Ovens of the J. B. 
Ivey Company, were M. J. Greenbaum of Felix-Lilien- 
thal & Company whose subject was, “Smaller Volume 
Stores and Private Brands.” Egmont Arens spoke on 
“Packages in Uniform” and M. C. Pollock spoke on 
“The Package as an Aid to Impulse Sales.” 

A packing clinic, sponsored jointly by the store 
Management Division and the Retail Delivery Associ- 
ation included discussions and exhibits of packing and 
wrapping methods and materials. 


Flexible Metal Bag for Shaw Coffee 


Commercial Importing Company, large coffee packers 
of Seattle, Wash., have just announced the adoption of 
a new pack for Shaw coffee. The pack consists of a 
Reynolds Metal duplex bag, printed in blue, green and 
red on shiny silver. The new bag is not intended to 
replace the vacuum packed glass jar, now used for Shaw 


JRONA 
Guggaz 





MPORTED -ROaSTED 
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and Corona brands. Rather, it is designed to supple- 
ment the more expensive packs, in reaching the medium 
price market. 

Aside from its protective features, the metal bag was 
selected as the result of sales increases experienced 
through the use of metal labels on Shaw and Corona 
glass jars. The new bag bears the same design as the 
Shaw and Corona jar labels thus carrying out the 
“family line.” 


INI RODUCED by the Matthias Paper Corporation, 
425 Arch St., Philadelphia, Pa., are the new Ink Embost 
patterns in box cover papers. ‘These are shown in sev- 
eral designs and colors, included in a recently issued 
sample book. 
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WON! 


E WON 
Marshall Field & Company . 


and the opportunity to design these new 










the confidence of 








packages. Immediately, Field’s mer- 







chandise . .. in this smart, new attire 






_., won thousands of customer dollars. 





Ernst A. Spuehler, our chief designer, 





won the honor of creating them 







and now these same packages have 
won the Gold Award in the All-America 


Package Competition. 







ITH twenty years of experience 


behind us, our organization of- 






fers you the advantages of a complete 







art service. Our staff is familiar with the 





problems of Packaging, Product Design, 






Point of Sale displays, Merchandise Pro- 







motion and Advertising Art. 
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The world’s first all-glass windowless building in which Owens-Illinois Glass Company houses 
its Package Research Division 


























Herbert A. Barnby, director of the division, 
in his glass block office 


Research technicians work under ideal con- 
ditions in their new quarters 


A glass house for package research 


HE OWENS-ILLINOIS GLASS COMPANY was 

host on Jan. 24 to approximately one hundred 
representatives of newspapers and the trade press who 
were invited to Toledo for an inspection tour of the 
newly completed all glass house erected by the company 
as a new home for its Package Research Division. 

suilt entirely of Insulux glass blocks, the new house 
is unique in many features. There are no windows to 
be seen and no means of outside ventilation. The 
entire inside light is filtered through the glass blocks 
which have a transparency rating at approximately 78 
per cent, at the same time eliminating all glare by thei 
carved and mottled surfaces. Walls and alleyways ordi- 
narily lighted only by artificial means are sufficiently 
light in all weather for the ordinary conduct of busi- 
ness. Ventilation is secured through an air-condition- 
ing system, the air being filtered and cleaned through 
glass wocl made by the company’s Industrial Division 
at Newark, Ohio. 
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An ideal setting it is for the most elaborate and 
complete departments it houses, for here is probably the 
most complete customer service department in_ the 
world. Under its filtered light, Owens-Illinois artists 
work at interpreting customers’ ideas into practical and 
finished sketches on paper. Such finished sketches when 
they have had a preliminary okey, are then returned to 
the model room where an exact reproduction of the 
finished job is prepared in a wood model. “The Owens 
Illinois service includes the complete designing of the 
package from the closure all the way to the carton and 
label. ‘The wooden models prepared here, again re 
ceive the customer’s inspection and are then sent to the 
particular plant where their production is scheduled 
and where the actual molds are then built. 

Further along one may find the Food Research Divi 
sion where chemists and bacteriologists are constantly 
at work serving many thousands of Owens-Illinois cus- 
tomers. Here every conceivable (Continued on page 215) 
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In rich red and black imitation leather, 
against a gleaming mirror background, in a 
beauty-kit setting typical of Arrow craftsman- 
ship—comes this year’s FIRST FAMILY of 
packages. 


‘ARROW Cases Help Terminal WIN 


Arrow has been the choice of the leading users of fine 
= packaging and merchandising displays for many 
® years. Arrow uniquely offers them complete flexibility 
B of production facilities. Arrow works in wood, card- 
§ board, metal, leather, imitation leather, paper and 
§ fabrics—or any combination of these. 


*Over 32,000 square feet of sun-lit space devoted to serving the cou 


ARROW 


MANUFACTURING COMPANY, 
15th & Hudson Streets, Hoboken, N. J. 























Because of these varied manufacturing possibilities, 
Arrow can advise without prejudice, and then produce 
all under one roof* the finest of displays, handmade 
boxes or quality cases. 


Why not consult Arrow on your next box or display 
project? 


ntry's leading manufacturers, importers and wholesalers. 
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Clyde E. Austin is now representing the F. J. Stokes William C. Davis, formerly of the United States 
Machine C company in the Chicago territory. His offices Gypsum Company, has been appointed director of 
are located in the Monadnock Building, Chicago ( Tele- merchandising for the Industrial Materials and Struc. 
phone Harrison 8028). tural Materials Divisions of Owens-Illinois Glass Co, 













Martin Russell Ensign, director of research of the 
fruit and vegetable division of Package Research Lab- 
oratory, died on Jan. 22 at Orlando, Fla., following an 







operation for appendicitis. 







Nat Borquest, formerly a representative of the carton 
division of American Coating Mills, Inc., has been in 
charge of the packaging division of Frederick Stearns 
& Company, Detroit, Mich., for the past six months. 









James Wright has been appointed New York repre 
sentative of Ferdinand Buedingen Company, with olf 
fices at 11 W. 42 St., telephone Longacre 5-5667 
George A. McLearn has been appointed representative 
in the Pennsylvania territory, with offices at 4o13 Z 
Locust St., Philadelphia, telephone Evergreen 4327. 














Arthur Freeman, former president of Einson-Free- 
man Company, Inc., is now vice-president in charge of 
merchandising with the ketterlinus Lithographic 
Manufacturing Company. ‘The Kitterlinus Company, 
founded in 1842 and perhaps the oldest lithographic 










WILLIAM C. DAVIS 










Edna Leslie Freeman, for many years associate de- 
signer with the printing house of William Edwin 
Rudge, now has her own office at 305 E. 45th St., N. Y. 
She is engaged in the design of packages and adver- 








tising promotion. 







Frank X. Beckman has joined the sales department 
of metal Litho Corporation, 168 ggth St., Brooklyn, 
N. Y. Well known in the can industry, Mr. Beckman 
was for many years with Tin Decorating Company, and 
more recently in charge of the New York office of the 
Independent Can Company of Baltimore. 
















Commercial Solvents (Great Britain) Limited, an- 
nounces the opening of a new factory at Bromborough 
Port, Cheshire, England. Through the Barter ‘Trading 
Corporation, Limited, its sole selling agents, Commer- 
cial Solvents Limited will present to the manufacturers 
of the British Empire a complete line of solvents, indus- 
trial alcohols, plasticisers and related chemical products. 
















Emil E. Kolk, who has been connected with the 
Stevens & ‘Thompson Paper Company for a number of 
business in America, has its principal plant in Phila- years, has been appointed assistant to the vice presi 
delphia, and complete offices and art staffs in New dent, C. Alfred Wagner. Charles E. Donovan has been 
York, Chicago and Boston. Mr. Freeman will make appointed sales manager of the tissue and dish division. 
his headquarters in New York, but will cooperate with Frank E. Irsch, Jr. has been placed in charge of sales 
promotion and advertising. 


ARTHUR FREEMAN 









his company executives in all four divisions. 
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TIE-UP with these Sparkling TIES 


EAUTY RECIPE... 
Take the plainest sort of package. Tie it with our TWO-TONE 
RIBBON or F. C. C. Cord, made of Cellophane. And, presto, the 


ugly duckling becomes a thing of beauty. 









The simplest, most inexpensive way to glorify your package for 






either every-day or holiday use. Exciting, brilliant colors sparkle 






like the dew. A proved stimulus to sales. 










TWO-TONE RIBBON comes in 15 sparkling colors and combina- 
tions that change any package into a de luxe package. From 114” 


to 13 A it 







F.C. C. Cord fills the need for a tie of great tensile strength. In 






15 brilliant colors. 500-yard rolls. 








Gold + Silver + Clear + Black « Opaque + Purple 
C olo lr S~ Orchid + Amber + Dark Green «+ Light Green 
Red + Pink +« Tango + Dark Blue + Light Blue 


TWO-TONE RIBBON 


Licensed Under Pat. No. 1,406,148 


vse Cellophane F.C. C. CORD 









TRADE ARK 








USED BY | 



















Ask for Color Card, 




















Bakers aia ; 
Crackers, Biscuits . Prices and Booklet 

Candy 7 giving 33 Secrets 

aoe of Tying. 


Meat Products 
Dried Fruits 
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sates a , FIBRE CORD 
Toilet Accessories —. 
_ ‘aes — > en Co., Ine. 
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Other Tobaccos 
Narrow Fabrics 
Notions & Novelties 
Food Products 
Rubber Goods 
Textiles 
Paper Specialties 
Metal Specialties 
Noodles, Macaroni 
Coffee 
Toys 
Laundry 
Numerous Other 
Industries 





627 E. 18th St., N. Y. C. 


Phone: GRamercy 5-0980-81 
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Continental Can Company, Inc. will enlarge its ware- 
house facilities at Syracuse, N. Y. by erecting a two- 
story brick and steel warehouse approximately 100 x 230 
ft, adjacent to the company’s warehouse on Railroad 
Street, and will add an additional floor to another build- 
ing at that location. 


The American Can Company of Louisiana an- 
nounces the opening of a local sales office at 623 Bank- 
ers Mortgage Building, Houston, Texas, to handle both 
packers cans and general line business. I. W. Siekmann 
has been appointed sales representative in charge of 
this office. W. A. Mears will continue as sales repre- 
sentative for north Texas, with headquarters at Dallas 
as heretofore. 


Stanley J. McGiveran, manager of sales merchandis- 
ing of the Owens-Illinois Glass Company, 
promoted to assistant general sales manager of all 


has been 
Owens-Illinois divisions. In this new position Mr. Mc- 
Giveran has charge of the development and merchan- 
dising sales plans in all divisions. He also will direct 
the activity of the advertising department for glass 
container lines. 

Other changes in the personnel of the organization 
include the following: R. W. Rogers of the Libbey 
organization has been transferred to the Owens- Illinois 
offices as head of the tumbler sales division; Joseph 
Parks of the foods division has been appointed assistant 
to Mr. Rogers; Harry S. Laskey has been appointed 
Southern district sales manager of the Closure Service 
Company division and will have headquarters at Mem- 
William Allen is now sales manager of the 
prescription ware division of which he was formerly 
assistant sales manager; Harold Hopp has been pro- 
moted from assistant to sales manager of the liquor 


phis, Tenn.; 


ware division. 


1onstrate the importance 


nity to display their wares to 


Saar of Commerce recently arranged and sponsored a novel 


Acquisition of the Peerless Paper Box Manufaciur. 
ing Company and plant at Cleveland, Ohio, by Rolert 
Gair Company, Inc. has been announced. The hus. 
iness of the company will be carried on under the name 
of Gair Cleveland Cartons, Inc., with E. Victor Don: |d- 
son, president; L. H. Gaetz, executive vice-president; 
Fred Hashagen, vice-president and manager; W. F, 
Howell, secretary; Ernest Meyer, treasurer; and E. O. 
Sommer, comptroller ; 


Harry F. Lepan has been appointed general sales 
manager of Wilson & Bennett Mfg. Company, manu- 
facturers of steel pails, drums and barrels. Mr. Lepan 
will be in charge of all sales policies and activities of 
the thirty-three sales offices of the company. His head- 
quarters will be at the main offices in Chicago. Ira 
Flatt has been appointed general factory manager in 
charge of all production and personnel matters. Both 
of these men have been with the company for 14 years, 


Members of the New England Paper Box Manu- 
facturers Association met at Bridgeport on Jan. 28. 
At the business session held in the afternoon, C. K. 
Shaw, president, presided. The following officers were 
elected to serve during the ensuing year: John 
Wrigley, president; A. C. Wiswall, vice-president; J. L. 
Munro, secretary. Directors are the following: Archie 
Fownes, Lloyd B. Claff, A. A. Weller, J. B. Walcott, 
Louis F. Ingalls, C. H. Wilkins, J. C. Stanley. 

Speakers included Harold Fuller and 
Beckett, respectively president and commissioner of the 
National Paper Box Manufacturers Association, and 
D. E. A. Charlton, editor of MODERN PACKAGING. The 
latter spoke on the topic “Some of the problems of the 
Set-Up Box Manufacturer.” The annual banquet and 
entertainment was held in the evening. 


Howard 


of the container manufacturing industry in Rochester, N. Y., while giving the manufaciurers 
3,000 business executives, 


the Industrial Development Bureau of the Rochester 


composite exhibit’’ which drew widespread attention and 


; comprised a display of Rochester-made paper boxes, corrugated boxes, metal containers, samples of paper 


slopes, and lithography. 
Corporation, 
Folding Box Company, E. E. 
Company 


snester 
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Companies showing displays included the following: American Can C 
Stecher-Traung Lithograph Corporation, Eastman Kodak Company, Ferdinand Buedinger 
Fairchild Corporation, Rochester Envelope Company, Diamond Waxed Pape! 
and William Buedingen and Son. 
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~ This Sparkling New SHELLWAVE Finish by Middlesex, lends 
pee to your package the ultimate in luxury appeal (at no advance 
Bee in cost over ordinary designs). 
and 
This Lustrous, Exquisite SHELLWAVE effect is now available 
in VANIMODE, METALMODE and other popular 
Middlesex papers. 
Sample Books and Sheets are ready 
| for you at our nearest office. 


||) Midtlsee Products Corpreation 


Sales Branches Carrying Selected Stock 
NEW YORK: 41 Park Row 

CHICAGO: 308 W. Washington St. 
PHILADELPHIA: 401 North Broad St. 


Mill and Main Office 
111 PUTNAM AVENUE 
CAMBRIDGE + MASS. 





THIS INSERT PRINTED ON VANIMODE SHELLWAVE NO. 540 - AE 


<—&é GRAIN OF PAPER 3)—> 
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KIRK 
GUILD 


wanted outstanding boxes 
for WHITE KNIGHT Soaps 
,..50 FAIRCHILD produced 

these All-America Winners 


Almost any boxmaker can point to an occasional 
show-piece package of unusual beauty and superior 
construction. But to produce outstanding set-up boxes, 
under restrictions of cost and purpose . . . that re- 
quires a degree of skill that few possess. 


We are proud of our boxes for Kirk Guild .. . just 
as much because they have been successful in 


terms of sales, dealer interest, lasting quality and 
low unit cost, aS because they have won an All- 
America award. 


For, judged by any standard, these boxes prove that 
Fairchild "knows how.” The next step, for you, is to 
know Fairchild. Write us, without obligation, regard- 
ing your boxmaking problems. 


E. E. FAIRCHILD CORP. 


ROCHESTER 


NEW YORK 
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Carl Percy, president of Carl Percy, Inc., gave a talk 
the evening of Jan. 30 on window and counter displays 
before the class of the Advertising and Selling Course 
sponsored by the New York Advertising Club. Mr. 
Percy has been in the business of creating and produc- 
ing window displays for more than seventeen years, 
and has headed his own business for the past thirteen 
years. Previously he had served large advertisers who 
were large buyers of window and store displays. 


The Purchasing Agents’ Association of Western 
Massachusetts will hold an industrial exhibition at 
the Municipal Auditorium, Springfield, Mass., March 
5. 6 and 7. The exhibits will include a wide range of 
products manufactured by Western Massachusetts in- 
dustrial Companies as well as national concerns. Par- 
ticulars concerning exhibit space, etc. may be obtained 
from J. E. Connor, president of The Purchasing Agents’ 
Association of Western Massachusetts, National Equip- 
ment Company, Springfield, Mass. 


With the reported acquisition of the can-making 
facilities of Libby, McNeil & Libby, Inc., by American 
Can Company and the recent purchase of Armour & 
Company’s can manufacturing properties by Conti- 
nental Can Company, the meat packers are now 
entirely out of the business of manufacturing then 
own tin containers. The Swift and Wilson companies 
have not been manufacturing any of their cans. The 
above report, while substantiated in trade circles, 
has not to date been commented upon by officials of 
the American Can Company. 


The First Annual Wine and Liquor Show and Con- 
vention was held at the Grand Central Palace, New 


York, from Feb. 10 to 15. The sponsors are the Na. 
tional Retail Liquor Dealers Assn. and the National 
Institute of Wine and Spirits Distributors, Inc. 

A typical grocery store and a container display room 
have recently been built for Robert Gair Company by 
Copeland Displays, Inc. Mr. Copeland, head of tiie lat. 
ter company, is well known for his designs for Westing. 
house radio cabinets, the Altman ski shop, and the 
Crosley Newark showroom. 


Lithographic Technical Foundation, Inc., New York, 
has announced two new sales courses consisting of the 
following: “The Marketing Procedures of Important 
Industries” and ‘Packages, Package Designing and 
Displays”. 

The first consists of a series of six lectures to be given 
by O. Fred Rost, marketing editor, Business Week, on 
Feb. 10, 17, 24, March 2, g and 16. The second course 
will be covered by a series of lectures given by the fol- 
lowing: D. E. A. Charlton, editor, Modern Packaging, 
on Feb. 19; Charles L. Bowman, president, Luckey 
Bowman Agency, Feb. 26; Egmont Arens, industrial 
designer, Calkins and Holden, Mar. 4 and 11; W. W, 
Wachtel, vice-president, Loose-Wiles Biscuit Company, 
Mar. 18; A. E. Tathem, advertising manager, Bauer & 
Black, Mar. 25. 

Particulars concerning these courses may be obtained 
from Lithographic Technical Foundation, Inc., 220 E. 
j2 St., New York. 

Owens-Illinois Glass Company has announced the 
acquisition of the Enterprise Can Company of McKee 
Rocks, Pa. and of Tin Decorating Company of Balti- 
more. William E. Levis, president of Owens-Illinois 
states that neither acquisition is manufacturing beer 


At the Hotel Pennsylvania, New York, friends and business associates of Harry Edwin Roden tendered him a testimonial dinner 2 


appreciation of his twenty years of service to the paper box industry and its suppliers. William E. Madden of Chas. 


W. Williams 6 


Company was chairman of the general arrangements committee and James A. Leyden of Hampden Glazed Paper and Card Company 


was toastmaster. An entertainment program followed several brief addresses given by those prominent in the industry. A s 


ouvenit 


program book, consisting of 112 pages and dedicated to Mr. Roden, was one of the features of the dinner 
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GOLD-AWARD 


s 


Packaged On 


GOAT 
Satchel - Bag 


Packaging Machine 
(Anderson Type) 


Machinery awards in the All-America Package 
Competition are made for the entire installation— 
not for any particular machine. Yet in the case of 
the Knox-Jell line, winner of the Gold Award, a 
single machine performs the majority of opera- 
tions: forming, filling, closing and inserting the 
famous Satchel-Bag into the carton and then seal- 


ing the latter. And that machine is the Goat 


Satchel-Bag Packaging Machine. 


We congratulate the other manufacturers who 


(Machinery Group) 


to KNOX-JELL 


helped to make the Knox line a prize-winner. If 
you are not familiar with the sales appeal and the 
economies of the Satchel-Bag package, ask us for 
full information. You will be glad to know why it 
is the standard machine in practically every house- 
hold gelatine plant in this country—and in many 


other countries. . 





See one of these machines operate 
Visit our booth No. 404 at the Packaging Exposition 
March 3 to 6, Hotel Pennsylvania, New York City 











The FRED GOAT CO., Inc. 


316 Dean St., 


Brooklyn, N. Y. 
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cans. He also said that the Owens-Illinois Can Com- 
pany, a wholly owned subsidiary, will be organized 
to operate the new units which will make a general 
line of cans, metal packages and packers’ sanitary cans. 


Consolidated Lithographing Corporation of Brook- 
lyn, N. Y. has announced the addition to its Boston 
office of George W. Hayden, Jr. whose work so far has 
been largely in the field of package and product design. 
Mr. Hayden’s services will be available to New Eng- 
land advertisers in the development of window dis- 
plays, decalcomania and other promotional material 
as well as in the designing of labels and wraps of all 
kinds. The Boston office is located at 755 Boyleston St. 
and is under the supervision of Allan M. Cate, who 
was formerly advertising manager of Carter’s Ink Co. 

L. F. Supple, formerly president of the Springfield 
Glazed Paper Company, joined the recently reorgan- 
ized Processed Papers if preeniingae Company, Inc., 
as president and general manager. Harry Born, who 
has been with the company for the past three years will 
continue in charge of manufacturing and the develop- 
The company will maintain a New 
11 Park Row. 
two well known mill brands of 
known as Jungle 


ment of new lines. 
York sales office at 

In addition to the 
cover paper for the printing trade, 
and Armada, the new company will bring out addi- 
tional lines for the printing paper merchants. It will 
also continue to develop new items in photo and cal- 
ender mount lines. The company’s plan also includes 
the manufacture of many types of coated specialties in 
paper and board for the printing paper merchant and 
converter, together with industrial papers of all kinds. 

Together with this diversified range of products, a 
complete line of box papers is contemplated, including 
frictions, plates, flints, waterproofs, micas, metallics, em 
bossed, ink embossed, printed and decorated lines. A 
number of items to be developed will be planned for 
the greeting card industry. 


Elie W. Labombarde, founder of International Paper 
Box Machine Co., Nashua, N. H., died on Jan. 26. 


Arrow Manufacturing Company, Inc., Hoboken, 
J., manufacturer of all types of fancy handmade te 
and displays, has taken an additional rag in its present 
building and now occupies 32,000 sq. ft. The new space 
atk and -. space, so that 
devoted exclusively to active 
in factory manufacturing 
activity of 


will be used for storage, 
the original floor will be 
manufacturing. This increase 
was made because of the 


space necessary 


business last year. 


Rueckert Manufacturing Company, Providence, R. 
I., has increased its manufacturing space to the extent 
of an additional floor, amounting to 15,000 sq. ft. This 
has been done to protect the company’s future growth 
and to assure its customers of the type of service neces- 


sary under present conditions. 


Arthur F. Adams, formerly production manager and 
Western sales manager of the Fred’k. H. Levey Co., has 
joined the Sigmund Ullman Company Division of Gen- 
eral Printing Ink Corporation, as special representative. 
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Seeing Just How They Look 


Pictorial vignettes of food products have been ‘ised 
by canners for many years. ‘Today the unsettled ques. 
tion of standardized or descriptive labeling and _ the 
prospect of legislative action on the subject tend to 
make this promotion piece particularly timely. The 
pictorials answer all demands as to accuracy in coloring, 
appearance, etc., which are likely to be required by 
law. At the same time, they meet the desire of the food 
product manufacturers for attractiveness and appctite 
appeal. ‘They are truly modern in artistic conception 
and execution. 

Heretofore, selecting illustrations for his canned 
goods, the food manufacturer has had to rely on ex- 
hibits of labels already produced and in use by other 
manutacturers; or else he has selected from separate 
proofs of vignette pictorials. 

Now, by means of a demonstration portfolio cleverly 
devised by The United States Printing & L ithograph 
Company, Cincinnati, Ohio, it is possible for a manu- 
facturer to visualize the appearance of vignette labels, 


By means of this demon- 
stration folio a manufac- 
turer can see just how a 
vignette reproduction of 
his product will look on 
his label. The cut-out 
cover permits the placing 
of various illustrations in 
the position in which 
they will appear on the 
label of a can 





This portfolio consists of an ingenious cover with which 


three distinct label designs are shown; one with the 
illustration panel in the center, one at the bottom, and 
one at the top. ‘These three designs differ widely in 
character and coloring, and by sliding the insert sheets 
up or down, the manufacturer can get a very clear and 
definite idea of how these different product vignette il- 
lustrations will appear, and what the various possibil- 
ities are for portraying his own product. The cover is 
made of an exceptionally tough stock to stand plenty 
of handling; so that a food producer may keep this 
folder on hand for desk reference. 

There is a definite trend in the direction of greater 
use of product pictorials on canned foods. When set 
off by an appropriate design, the shelf attractiveness of 
a product so packaged is increased many fold. A 
canned goods packer is enabled to use various product 
illustrations on a standardized design, thus combining 
the “family resemblance” idea with individual product 
identity. 
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SILRAY 
BOX COVERING 
PAPERS— 


New and resplendent to charm both 
the buyer and its recipient. 


Many styles to choose from — on 
either silver or gold backgrounds. 


A sample set, with prices, will be 
sent upon your request. 


ROYAL CARD & PAPER CO. 


MANUFACTURERS OF DECORATIVE PAPERS 


ELEVENTH AVENUE and 25th STREET 
New York, N. Y. 





This sample SILRAY—stipple pattern, silver background 





.. These WINNING packages 


Produced by a firm you 


The thousands of items on hardware and 
tool-supply store shelves are among the most 
undistinguished of all packages. Yet the 
people who buy them are the very people 
who react to clever packaging in every 
other type of purchase. 


No wonder then that the new Lamson and 
Sessions boxes are creating a sensation as. 
sales-developers in thousands of hardware 


should know more about 


stores. For jobbers and dealers, clerks and 
customers, all appreciate the difference be- 
tween these intelligently planned designs, 
perfectly executed ... and the ordinary 
packages of other firms. 


If your product can profit by an equally well 
executed carton, get in touch with us. We 
can think in your own terms... and know 
how to put thoughts into action. 


GAIR CLEVELAND CARTONS, INC. 
10610 BEREA RD., CLEVELAND, OHIO 


FORMERLY 
PEERLESS PAPER BOX MFG. COMPANY 











Annual canners meeting breaks records 
for attendance and displays 


ecg tea 20,000 canners and packers from 
every nook and corner of the United States and 
Canada converged upon Chicago the week of January 
20 for the largest and most enthusiastic meeting in the 
history of the organization. Most noticeable was the 
great change in attitude and outlook expressed at the 
various meetings, for the coming year was looked for- 
ward to as one of great possibilities and prospects. 

In recognition of the successful year just past and the 
great activity of the organization during 1935, Howard 
Orr was re-elected president of the National Canners 
Association for another term. 

The Stevens Hotel, headquarters of the association 
meetings, was again sold out to capacity as indeed was 
practically every other hotel in the city. At the 
Stevens, however, visiting canners found awaiting them, 
the largest and most elaborate display of products, ma- 
chinery and equipment for the canning industries eve) 
gathered under one roof. More display space was sold 
in the Stevens Hotel than any other organization has 
ever utilized for an exhibit of any kind. Corridors and 
hallways never before occupied by commercial show- 
ings, were utilized in this mammoth exhibit. 

Several outstandingly new machines were shown for 
the first time. For example, the U. S. Bottlers Ma- 
chinery Company were displaying their new A.W.D. 


Company exhibited caps and capping 
its booth at the Canners’ Show 


Cork & Seal 
equipment in 


bottle washer—a machine employing the unscrambler 
feed in which the containers were dumped in the re- 
ceiving trough, automatically unscrambled and sorted 
into regular lines, washed, drained and delivered to a 
receiving belt at the tremendous rate of 200 a minute, 
all without any attention or without the necessary serv- 
ice of an operator. It was interesting to note that on 
this particular machine a laminated plastic receiving 
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and discharging carriage was employed for the first 
time, giving additional cleanliness, protection and noise 
reduction features. 

The Filler Machine Company showed two different 
sized models of a machine which for the first time could 
handle and fill products of varying viscosity such as 
preserves, mayonnaise, salad dressing, mustard, etc. By 
easy adjustment this machine is also adaptable to prac- 
tically every size can or jar used for this purpose, while 
by a simple turn of a wheel the capacity could be in- 
creased or lowered in a range varying in between 60 to 
180 units per minute. 

The Karl Kiefer Machine Company included in its 
exhibit the Kiefer catsup bottle sterilizer and rotary 
vacuum filling machine hooked up as an operating unit. 
Also the Vari-Visco filling machine for the handling of 
viscous products, such as mustard, salad dressing, 
mayonnaise. One of the company’s new small ma- 
chines met with a great deal of interest—the new Cinati 
Junior vacuum filling machine for handling small bot- 
tles and a variety of productive runs of different prod- 
ucts in any factory. However, the exhibit in this booth 
that attracted the greatest attention was the combined 
air bottle cleaning machine and rotary vacuum filling 
machine. ‘This unit was hooked up with necessary con- 
veyors, in constant operation, handling bottles through 


Standard-Knapp Corporation demonstrated installations of can 
labelers and case sealers 


the line at any speed desired. One of the particularly 
interesting features was the fact that they were running 
through the machines both round and square bottles at 
the same time and both being handled perfectly. 
Probably the outstanding machinery exhibit was con- 
ducted by the Standard-Knapp Corporation who oc- 
cupied almost the entire gallery approaching the main 
ballroom exhibits, with a complete working installation 
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Are you one of the many manufacturers who are taking your collapsible tube 
“leaker” losses for granted? Do you consider closure corrosion, “returns,” 
soiled cartons, seepage, dealer dissatisfaction, product spoilage, etc., 
necessary evils? 


One manufacturer told us of having had over a half-million tubes returned in 
one year because of seepage and corrosion; another, that more than half the 
tubes in his export shipments were returned or sacrificed as ‘seconds’? from 
the same causes. 


You may not be so hard-hit but whatever your visible losses—or hidden losses 
from lost customers—you need no longer tolerate them. 


Or are you in another group of manufacturers who are holding off the market 
products which might be merchandised to advantage in collapsible tubes 
because they cannot now be so packaged with security? 


Oily products or product ingredients that seep through current type closures 
almost immediately, as well as food products that deteriorate from contact with 
air, can be packaged in tubes sealed with the Westite Closure without danger 
of either leakage or spoilage. 


Besides eliminating “leaker” difficulties, this new closure has three -other 
major advantages: 

Less tube metal required 

All clip expense eliminated 

Simpler sealing mechanism required 


Write for Folder 


FJSvoKes MACHINE COMPANY 


Packaging Equipment Since 1895 
5970 TABOR ROAD OLNEY P. O. PHILADELPHIA, PA. 


New York Office: 103 PARK AVE. 
Los Angeles Office: 1231 E. 7th ST. Cincinnati Office: 230 WILMUTH AVE. 








SECURELY 
SEALS 
NEW 

PRODUCTS 


in 


Collapsi ble Tubes 


‘WESTizg. 


CLOsure 


Send us some of your own 
tubes and material for a 
demonstration of this clo- 
sure. You may be able to 
secure all the advantages of 
this new closure with your 
present equipment. Let us tell 
you how. 
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As in former years, American Can Company ex- 
hibited a pageant of its tin containers—thousands 
them—in a colorful and outstanding display 


of their entire line of can labelers and case sealers. This 
company went to the expense and effort of installing 
two complete packaging lines handling both prominent 
types of beer cans. Operators demonstrated the speed 
and facility with which these machines took the filled 
cans from the final pasteurizing and washing operation 
along conveyors to the shipping room where the cases 
were automatically filled and sealed. 

The Aluminum Seal Company again had an elabo- 
rate display of their complete seal line with operating 
closing machines in action. 

A new labeling machine manufactured by the White 
Labeling Machine Company of Minneapolis, created 
considerable comment. On this new type machine, 
bottles were spot labeled on a continuous line while 
lying flat on their sides. It was particularly outstanding 
because one complete unit handled all types and sizes 
of labels and containers, and in most efficient fashion. 

Another outstanding exhibit was that of the White 
Cap Company who outdid all previous efforts with a 
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Practically every product using White vapor 


186 MODERN PACKAGING 


seal closures was 


display some 55 ft. long by approximately 6 ft. high, 
Five continuous shelves carried a colorful and con plete 
line of practically every product bearing White \apor 
seal closures. Its attractive color scheme of ceris: and 
white made this display a much talked of exhibit 

Also shown by the White Cap Company was a re. 
markable demonstration of the efficiency of the vapor 
sealing process as applied to milk. An aquarium: with 
an ample supply of gold fish was demonstrated, holding 
a dozen bottles of milk vapor sealed with White Caps, 
It was claimed that this was the first time that such a 
closure had ever been applied to a milk bottle and its 
immersion in water proved beyond question the effi- 
ciency of the sealing operation. 

In the upper hall the American Can Company, fol- 
lowing its practice of former years, had an elaborate 
and flashing display in tableau form of the many thou- 
sands of different types of tin containers available, while 
the Continental Can Company and the Anchor Cap & 
Closure Company again provided lounges for canners 
and the opportunity to rest weary convention [eet. 


English Ale in Tins? 


From London comes the report that Metal Box Com- 
pany expects to be in full production of metal beer 
cans in about a month’s time. ‘The company some 
time ago sent technical experts to the United States to 
Further experiment by 


study the beer canning there. 
sritish 


the company resulted in a can adapted to 
markets and the brewers are now placing large orders. 

The can evolved by the Metal Box Company is 
cylindrical with a neck surmounted by a crown cork, 
such as is normally fitted here to soda bottles. It is 
claimed that the special lining of the can preserves the 
cask flavor of the beer. 


IN “January Packaging Pageant” was shown a molded 
cigarette humidor with a colored lithographed illustra- 
tion as an integral part of the cover molding. The 
description failed to mention the fact that this box is 
produced in Bakelite molded and the lithographed 
feature is incorporated by a special Bakelite patent. 
Our apologies are offered for this omission and we take 
this opportunity to extend the proper credit on. this 
item.—Editor. 
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included in the White Cap Company exhibit 
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_—— of the winning packages. Now, in the 1935 Compe- 
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le, while Fogel . every Shellmar Creation to the end that each 
product so packaged may enter today’s keen coun- 
ter competition and emerge a winner in its class. 


r Cap & 
canners 
feet. This steadily increasing recognition by the in- 
dustry further confirms our conviction that still 
more attention by manufacturers to employing a 
higher degree of artistry in the designing of their 
packages will justify the effort by added sales 
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If you have a packaging problem, submit it to 
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Adapting the Cresca wrapper to the du- 
plex purpose of transparency and Brand- 
ed identification enhanced the sales 
value of this product. Bronze Award. 
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Improved Illumination Pays 
(Continued from page 170) a satisfactory job may actu- 
ally be increased. 

Paints used in packaging plants should have good 
dirt-resistance, easy washability, and be free from any 
tendency to peel or flake likely to result in spoilage. 
Care in the selection of your mill-white and equal care 
in applying it properly will assure you good paint serv- 
ice and all the advantages paint offers in improved il- 
lumination and good housekeeping. 


5-and-10-cent Packages Receive Awards 

Six packages and package families were awarded 
prizes in the third annual “5 & 10” Packaging Exhibi- 
tion held at the Exhibition Galleries, R.C.A. Building, 
New York under the auspices of the Syndicate Store 
Merchandiser, Jan. 16. to 18. 

First prize for the best designed ‘5 
introduced during 1935 into syndicate 
awarded to the Colgate Palmolive-Peet Co. for its Cash- 
mere Bouquet line. The board of judges consisted of 
Egmont Arens, package designer, William Longyear, 
in charge of package design at Pratt Institute, and Ruth 
Gerth, president of the Artists Guild. 

Second place was given to the dime-store edition of 
the Three-in-One Furniture Polish package. Third 
place went to Honey Packers, Inc. for its Hoffman 
Honey jar, a private mold bottle in two sizes, with 
horizontal concentric ribs and a lithographed metal 
closure. Fourth place was occupied by the self seal 
envelope and stationery package of the United States 
Envelope Company, consisting of a two color label- 
band and a transparent cellulose outer wrapping. 
Fifth place was taken by the Betty Lou Silktone Pow- 
der-puff package of the Columbia Plush and Puff Com- 
pany, while a sixth award went to the T. J. Holmes 
Company for its line of Holmspray atomizers. The 
powder-puff package is a semi-rigid cellulose cylinder 
with a cellulose telescoping lid and a metal bottom. 


& 10” product 
stores was 
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The Holmspray package is a set-up tray with one side 
partially open to permit access to the product. 

Other features of the exhibit included a display of 
low cost packaging materials suitable for fixed-price 
store products which included exhibits by the Bostitch 
Sales Co., Empire Box Co., Plaskon Co., Inc., etc. 


Liquor Exhibits Receive Awards 

Basing their decision on merchandising effectiveness, 
dignity in structure, and attractiveness, the judges of 
exhibits at the Wine & Liquor Show recently held at 
the Grand Central Palace, New York, chose the exhibit 
of Seagram Distillers Corporation for first prize, Frank- 
fort Distilleries Inc. second prize and Schenley Products 
Corporation third prize. 

The judges of awards included Helen Dryden, indus- 
trial designer; G. A. Parsons, director of the Connecti- 
cut Tercentenary, the Rhode Island Tercentenary, and 
the coming Aviation Exposition; Col. J. Franklin Bell, 
formerly director of exhibits at the Chicago World’s 
Fair and now acting as assistant to the president of the 
coming New York World’s Fair, and Mr. Benham, 
manager of the Grand Central Palace Expositions. 

These judges were received by a group of leading 
men in the industry including A. L. Waldron, chair- 
man of the Show Committee, Matthew Patterson, newly 
elected president of the National Retail Liquor Pack- 
age Stores Association, John J. Connolly, executive 
manager of National Retail Liquor Package Stores As- 
sociation, Joseph A. Tapee, of Austin Nichols & Co., 
Arthur Williams, president of R. C. Williams & Co. 

Awards of merit were also given to the Owens IIlinois 
Glass Co., Calvert-Maryland Distilling Co.,  Inc., 
Browne Vintners Co., Aluminum Seal Co., Inc., Con- 
tinental Distilling Sales Corp., Austin, Nichols & Co,, 
Inc., Julius Kessler Distilling Co., Inc., American Dis- 
tilling Co., Inc., Greek Industries, Anchor Line, Na- 
tional Distillers Products Corp., Mohawk Liqueur 
Corp., and Ben Burk Co. 


Six awards were made in the recent "5 & 10” 
package competition sponsored by the “Syn- 
dicate Store Merchandiser.’ Judges were 
Egmont Arens, William Longyear and Ruth 
Gerth. First prize was awarded to Colgate- 
Palmolive-Peet Company for its Cashmere 
Bouquet family of packages 
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"5S & 10” 
the ‘Syn- 
es were 
ind Ruth 
Colgate- 
‘ashmere 
, We are happy to add the Perfect Circle Company to a 
growing list of National Leaders who look to Woodward & 


Tiernan for their label and package wrapper requirements. 


WOODWARD & TIERNAN PRINTING COMPANY 


TASTERN SALES OF FICE—1440 BROADWAY ESTABLISHED 1865 PLANT AND GENERAL OFFICE 
LABEL NEW YORK ST. LOUIS, MO. 
ADELS _ PACKAGE WRAPPERS PRINTING LITHOGRAPHY 
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Chewing gum economy 


WM’ old friend, Pop, the stationer, was annoyed— 
definitely and positively annoyed. Here for the 
third time, he had just gotten warmed up to his ex- 
position of the shortcomings of the New Dealers and 
of their various opponents, left and right. And here, 
for the third time, a woman had entered his shop, pur- 
chased the same item and paid for it with a dollar bill, 
receiving—strangely, it seemed to me—all her change 


in nickels. 

“Danged old gum!” Pop exclaimed, “§¢Hs so darned 
fast a fellow can’t keep his‘mind on this thouightts any 
more. I’ve half a mind to move it off the courtter al- 
together!” 

Not taking his threat any too seriously, I asked Pop, 
“How come—is it loaded with cocaine, or aren’t you 
peddling dope this season?” 

“Nothing like that,” Pop answered, forgetting the 
alphabetical agencies and the Supreme Court. “It’s just 
an ordinary chewing gum, fruit flavored like a dozen 
others. The only difference is in the way it’s packed. 
See, most other brands give you five big sticks for the 
nickel. But this kind gives you ten littler ones for the 
same price. That’s the whole secret.” 
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“T still don’t get it, 
swered, “gum isn’t a product for har- 
hunters, unless maybe 


Pop,” I an- 


gain 
kids.” 

“Those last three weren't kids, were 
they?” said Pop. “The trouble with 
you and with the other gum makers 
too is that you think all women have 
big mouths just because they talk so 
much. But, did you ever stop to watch 
a woman offer a stick of gum to an- 
other? You never did, I'll bet. "Cause if 
you did, you’d know that they never 
give a full stick—they always tear it in 
half. They may divvy up five sticks be- 
tween them in half an hour—but it’s 
always half a stick at a time for each.” 

“So?” I asked with an ever-so-rising 
inflection. 

“So,” Pop continued, “So this gum 
packer used his noodle and packed ten 
small sticks instead of five big ones. It 
lets the ladies look generous without 
actually being so. And that’s what gets 
them every time.” 

“But doesn’t it cost more to wrap 
up ten sticks?” I countered. 

“Sure, I suppose it does, and it prob- 
ably costs more to pack them together 
in the little cardboard display these 
people use. But they probably make up 
a part of it by not using this trans- 
parent over-wrapping the others use 
and they certainly make up the rest by 
getting extra sales. Come to think of 
it, the display tray is a neat trick in 
itself. Doesn’t exactly fool you, like the 
old-fashioned false bottoms they used 
to use when I was a young ‘un. Just 
lets you fool yourself if you want to. 
See how it sort of raises the gum off 
the counter and makes it look like 
vou're getting a little bit more? Of 
course, all you have to do is.to pick it up to see that 
it’s the display that does it—but no one seems to mind 
that.” 

“T thought most of your gum was sold to children, 


among 


Pop?” I queried. 4 

“Sure it is,” he-teplied, “children of all ages. Take 
those last thregg Women, for instance. They're all on 
their way to th same bridge party. And while they're 
playing, they'll kg@p chewing away like moo-cows on 
a cud. They wouldn’t chew like that in public. But, 
at bridge, they claim it helps them think. Then, the 
last few years, I’ve had a lot of men chewing. Seems 
when business gets bad, they lay off cigars and ciga- 
rettes and try to save by chewing gum. I don’t mind, 
especially, ‘cause I make almost as much on a five-cent 
gum package as I do on a thirteen-cent cigarette brand. 
But, funny thing, they'll never admit they’re trying to 
save. Always say it’s doctors orders or something like 
that. 

“Anyhow, kids or adults, they all seem to go for this 
new package ever since I’ve had it in here. I guess it’s 
partly because it’s just different than any other gum 
package and partly because (Continued on page 210) 
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* The leaflet reproduced above is being distrib- 
uted by our client, the Valvoline Oil Company. 
We think it speaks for itself. Valvoline is but one 
of many corporations which have discovered that 
Sun Tubes are the perfect package. For utility, * Sun Tube wins! In the 1935 All-Amer- 
protection of product, durability and sales-build- ica Package Competition sponsored 


. ; A . Packaal Sun ” et genni . 
ing story, there isn’t a better container anywhere. a Vodern Packaging, mer mae eB pss: 
. or alvoline was awaradec irc La VA or 





‘UN TUBE CORPORATION -+- HILLSIDE, N. J. 


( HICAGO, ILL. DETROIT, MICH. CINCINNATI, OHIO ST. PAUL; MINN. LOS ANGELES, CALIF. 
‘tarry Holland & Son, Inc. Harry Holland & Son, Inc. R. B. Busch Alexander Seymour Package Associates 
(00 \W’. Madison St. 1941 W’. Fort St. 100 So. Ohio Bank Bldg. 1745 University Ave. 900 East 31st St. 











FOR YOUR 
INFORMATION FILE 


ALDINE PAPER COMPANY, 333 Hudson St., N. Y., 
is announcing ‘“‘Velcrush,” a new box covering paper. 
This paper, showing, as the name indicates, a finish of 
will be distributed exclusively by this 
is stated 


crushed velvet, 
company throughout the United States. It 
that Velcrush is not a velour paper, but something en- 
tirely new in a box cover paper. It is available in white 
and four beautiful tints. 


AMERICAN MANAGEMENT ASSOCIATION, 20 
Vesey St., N. Y., is publishing in a loose leaf volume, 
the various papers presented before the annual Pack- 
aging Conferences, under the title “Collected Packag- 
ing Papers.” There are seventy-four of these papers 
which were first published in twelve pamphlet reports 
which have previously sold for $10. These are now 
available in the loose leaf binder with a foreword and 
table of contents for $5. 


PAPERS carried by the Japan Paper Company now 
include a line of imported and domestic papers for the 
artistic package and its accessories, and which is con- 
stantly being augmented by new items. For the metal- 
lic trend in packaging there is a fascinating collection 
of stainless metal foil papers. The various types of this 
material make possible any degree of package decora- 
tion and is a constant source of suggestion and inspira- 
tion for the designer. This division comprises gun 
metal, silver, copper and gold colors in plain bright 
and dull finishes. The same color schemes are carried 
out in embossed finishes in a variety of designs suitable 
for the most ornate packaging. 

Wood veneer papers, another 
range from an inexpensive printed imitation of wood, 
with fine coloring and beautiful grain effects in six col- 
ors, to Japanese wood veneer, a remarkable mounting 
of the actual wood on paper. The latter is a workable 
material of high decorative quality and has the advan- 
tage of being real wood. It is carried in thirteen colors. 
An intermediate grade, a wood effect paper, is a faithful 
reproduction with embossed graining and _ naturalistic 
coloring in excellent imitation of oak, mahogany and 
popular woods. 


important division, 


RICHARD M. KRAUSE, INC., 52 E. 19th St., New 
York, has just issued an attractive brochure which in- 
cludes actual samples of labels produced by that com- 
pany. Among those shown are labels used by nationally 
«known manufacturers in the cosmetic, food products, 
liquor and other fields. The labels displayed in the book- 
let were selected at random, with no thought given to 
their size or particular field of production, but neverthe- 
less great diversity of design and workmanship is shown 
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and indicates the excellent type of work which this com. 
pany is prepared to do. 


From Reynolds Metals Company, Inc., 19 Rector St., 
New York, comes a sales manual prepared by its iner- 
chandising display department. Included in this wel! 
arranged booklet is such information as “Things you 
should know about Reynolds Metal displays, merchan- 
dise cards and dispensers”; specifications; data concern. 
ing art work, printing plates and cutting dies, et¢ 


WELSsH PAPER COMPANY, 505 Chestnut St., Phila- 
delphia, Pa., makes the following offerings in new box 
coverings: Kiltic and Kiltic Vellumteens—both Scotch 
in pattern and printed on enamel lustre and coated mat 
papers; Blossom and Blossom Vellumteens and Tin- 
teens, of floral design; Tinteens in ribbed and home. 
spun finishes, and a new line of Mother’s Day and Easter 


papers. Samples, of course, may be had on request. 





Closures for Every Purse 
and Purpose”’ is the title 
of a new wall chart that 
will be sent free to all 
purchasing agents and 
manufacturers who pur- 
chase caps for glass 
packed products. This 
chart contains _ illustra- 
tions and full descriptions 
of every type of closure 
made by The Aridor Com- 
pany, 3428 W. 48th Place, 
Chicago, Ill. 


AYRIDOR 


New Stencil Ink 

A new type of marking ink for fountain brushes is 
offered by The Diagraph Stencil Machine Corporation, 
291g Clark St., St. Louis, Mo. This ink is said to be 
non-clogging and non-settling and can be obtained in 
any shade or color, so that shippers can now secure 
inks to harmonize with the color scheme of their pack- 
ages and cartons. It is further stated by the manufac- 
turer that this development is the first improvement 
in stencil inks in twenty-five years. 


Convenience and Beauty Boost Sales 


(Continued from page 154) package to overcome the 
difficulty of drying. To this end the pound of penuche 
wr fudge is placed in the box in a solid piece and a 
small knife for cutting it into whatever size the con- 
sumer wishes is attached to the outside of the box. The 
cover of the box has been made larger and deeper than 
the inner part of the box in order to permit the con- 
tents to extend above the edge and so make the cutting 
of the pieces easy. 
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pRUG CO. 
EM EEATIMORE. MD. 


A gloss printing var- 
nish applied like an 
ink, offset or letterpress. 
A standard with most 
manufacturers of high- 
class cartons and 


U. S. PAT. OFFICE 


REG. 


OVERPRINT VARNISH 


Recommended By 


THE AMERICAN COATING MILLS 
CARTON DIVISION 


Manufacturers of the Bromo-Seltzer 
carton shown at left—a typical 
every-day job for them and for HI- 
GLOSS. 


FOR APPEARANCE:— 


A clean brilliant package that will 
not gather dust. An elastic slippery 
surface that will not crack with scor- 
ing, folding or embossing. Paste 
flaps free for firm gluing, plain stock 
free of discoloration. 


FOR PROTECTION:— 


Resists all rough treatment. 
Resists:—Chatfing 

Water 

Alcohol 

Soap 

Alkali 


Grease 


POPE & GRAY, Inc 


FINE PRINTING & LITHOGRAPHIC INKS 


333 HUDSON ST. 


NEW YORK CITY 
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NEW DEVELOPMENTS IN PACKAGING 


MACHINERY, METHODS AND SUPPLIES 


and Materials 


Applying Die-Cut Labels To Tapered Tins 


\ recent extended trial run in Chicago on an entirely 
new fully-automatic labeling machine for applying die- 
cut printed labels to tapered corned beef tins, at a speed 
of 60 cans per minute, has created a great deal of in- 
terest among the meat packers. Developed and _per- 
fected by the Pneumatic Scale Corporation, Norfolk 
Downs, Mass., this machine is of such a unique design 
that it takes care of a tricky and unusual label applica- 
tion problem with remarkable efficiency. This is the 
first practical automatic labeler which has ever been 
built for applying die-cut labels to tapered cans. 

Many who witnessed this interesting extended trial 
run, consider the machine an exceptional engineering 
accomplishment and a real “boost’’ for meat packers 
using the rectangular tapered tins. They were im 
pressed with the very apparent savings which can be 
accomplished with a machine which applies labels 
neatly and accurately at a speed of well over 3000 per 
hour, while being supervised by only one employee. 

They were also interested in the excellent results ob- 
tained even when using an exceptionally thin film of 
adhesive. ‘They learned that a thin film of glue gave 
even better results, as far as uniform and neat labeling 
is concerned, than the heavy film necessary with hand 
labeling work. It is common knowledge that the difh- 
culty in labeling rectangular corned beef tins has been 
due to two reasons, first the tapered shape of the can, 
and second, taking care of the metal opening tab. 

This unusual Pneumatic-built machine, not only 
takes care of the tapered can feature, but also provides 
a special device for lifting up the metal opening tab so 
that it fits a die-cut opening in the label, properly. 
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Correct registration of the label on the can has been 
greatly simplified by using the proven Pneumatic prin 
ciple of letting the can act as its own label picker afte 
a film of adhesive has been applied directly to one sur- 
face of the can. All-over gluing of the label assures a 
tight labeling job, free from wrinkles and blisters. 

This particular machine, which was such an object of 
interest at a Chicago packing plant, was returned to the 
Pneumatic Scale Corporation factory to be given a 
thorough and final checking and test run, before ship- 
ment to the Argentine factory of a well-known Chicago 
meat packer. 


New Washer and Rinser 


Constructed to handle, economically, tin as well as 
glass containers for packaging such products as_ beer, 
catsup, tomato juice, etc., the new Model AWD auto- 
matic washer and rinser recently announced by the 
U. S. Bottlers Machinery Company, 4015 N. Rockwell 
St., Chicago, IIL, is attracting favorable attention. 

This machine, which has an operating capacity from 
6o to 180 containers per minute, is particularly adapted 
for large production requirements. While it washes and 
drains containers in an inverted position, it will deliver 
them right side up onto a container conveyor, or feed 
conveyor of the filling machine as desired. It can be 
readily synchronized by means of the variable speed 
control furnished as standard equipment on all models. 
It can be furnished with three types of feed: Slide feed 
for hand loading of containers; unscrambler feed, for 
handling round containers by the case, making it pos: 
sible for a single operator (Continued on page 206) 
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CLEVELAND 
CONTAINER 


Produced a Gold 
Award Winner in 
the All-America 


BUT— 
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we cant ‘use names 
here because of the 


policy of our customer 
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Here’s a package that is inexpensive, ingenious, easy to pack, easy 


to ship, easy to operate. 


We are mighty proud of our ability to create packages such as this .. . 
packages that. do, more than carry the product . . . packages that sell 


on sight and then go to work to keep the product sold and make re-sales. 


We have a host of equally ingenious ideas . . . maybe one just meant 
for your product. And we’ve a plant and a staff that can back them 


up to the last word. Why not investigate? 


THE CLEVELAND CONTAINER COMPANY 


10630 BEREA ROAD 


is 


CLEVELAND, OHIO 
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WE ASKED C/OZ/ WHAT YOU WANTED 


In a Recent Survey Of Manufacturers and Jobbers Told Us 
The Packaging Field **W hat We Most Desire In A Packaging Machine.” 


The New BOSTITCH-RAPP &* 
PACKAGING MACHINE 


° ° ° For tea, coffee, s 
A radically different, simple, effi- fee, same 
(gran. or pwdr.), beans, 
cient gross and net weight pack- rice, nut meats, spe- 
ager for free-flowing and non- iF. shetti, candies, powders, 
. : L ! spices, seeds, bolts, nuts, 
free-flowing materials. ( peng 


* 29% WANTED ITS ACCURACY Bostitch-Rapp accuracy saves material usually wasted in ex- 


cessive over-weight for safety margin. Greatly reduces 
check-weighing. 
Bostitch-Rapp changes so quickly and easily from 
* 147% WANTED ITS QUICK ADJUSTMENT one weight or one product to another that even 
short runs can be packaged at a saving. 
fe This inexpensive machine will handle many products that or- 
* 11% WANTED ITS LOW COST dinarily cannot be packaged without special and very costly 
equipment. 


* 16% WANTED ITS FLEXIBILITY Bostitch-Rapp machines measure accurately and quickly in 


units ranging from fractional ounces, on some models, up to 
several pounds. They operate with bags, cartons, bottles or cans. 


* 12% WANTED ITS VARIABLE SPEED The Bostitch-Rapp vibration feed is electrically ad- 


justed to suit the rate of flow of the product being 
packaged. 


Vibration Feed, instead of the usual gravity feed. 
tion No motor, no auger, no rotating parts. 
te Informe 
For Comple 


write Or Wire To-day eee ae a a oe © Sy -n  - oa o Y  --Wn 
56 E. DIVISION STREET ° E. GREENWICH, R./l. 
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The tve “CARTONS OF THE YEAR” 
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These two groups of boxes, utterly dif- 
ferent yet so unique in their own de- 


sign and attractiveness, were awarded 


the highest (Gold and Silver Awards) 





recognition among thousands of entries 


sugar 
peans, 


in the 1935 All-America Packaging 
spa- ’ Cie Se 

oders, = Poe = Contest. 
nuts, : oe, 


Marshall Field Boxes Designed by 
4 Ernst A. Spuehler, Bielefeld Studio 
in ex 
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’ sig YOU are really interested in a new or 
cans. 
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LINDLEY BOX & PAPER CO 


: MARION, INDIANA 








Tremendous increases in sales of many and varied products 


have been effected with POINT OF SALE MEDIUMS. 


BUILT BY BADGER! 


Our Designing and Merchandising Experts are at your service. 


TRADE MARK 
ORIGINATORS OF FIBO-BILT SPECIALTIES 
REG. U. S. PAT. OFF 


BADGER CARTON COMPANY 


CHICAGO MILWAUKEE 
nn eee 
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On display in Booth 106— 
The Packaging Show, Penn- 
sylvania Hotel, March 3rd to 


6th—-if you are in New York 


°-O9 HLINS -H-S IHL 


at that time we’ll be pleased 
to see you here and explain 
how Smith-Crafted contain- 
ers have helped to sell more 
quality merchandise—If you 
‘annot attend the show write 


A. A. Lubersky, Sales Manager 
CHICAGO OFFICE 
2857 N. Western Avenue 
Telephone, ARMITAGE 3790 


) SMITH 
CRAFTED 


CHICAGO 
THE S. K. SMITH 
Cc 0 M P A N ¥ 
NEW YORK OFFICE 
230 Fifth Avenue 


Telephone, 


CALEDONIA 5-4622 


“TTI OSVOIHD - FAV NYALSIM -ON LG8G 
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—at the convention — 
WE’LL SHOW YOU SPEED 
AND REGISTRY WITH THESE 


MIDGET 
MARVELS! 





Apply your 
Seals and labels this 


EASIER, BE; T’TER way— 


and cut your daily costs! 





Take the time—three minutes—to observe how 
these New Jersey Midgets handle a big day’s work, 
in less than half the time required by hand. 
They’re built to do the kind of jobs that slow up 
production. ... Do it the most efficient way; with 
the least dependence upon hand labor. That’s how 
they cut cost. They combine accurate registry with 
speed! And they are low enough in price to fit in 
on any type of labelling, especially where short 
runs of different labels follow one another. 


SEE THESE LITTLE MARVELS THAT ARE BIG 
TIME SAVERS, or WRITE FOR DETAILS! 


NEW JERSEY MACHINE CORP. 


1530 WILLOW AVENUE, HOBOKEN, N. 
Chicago office, 
549 WEST WASHINGTON BLVD. 
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. Volume 
Producers... 
— of SOUND 
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Only one kind of “Volume” 
is important . . . volume pro- 
duction of sound, original sales- 


producing packaging ideas. 


Karl Voss Boxes are definite 





sales builders. They will inter- 
pret the character and enhance 


the appeal of your products. 





KARL VOSS CORPORATION 


Division of Shoup-Owens, Inc. 
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Whom the King 
Delighteth to Honor 


A Kingly Decoration 
for two Eastern Box 
Company Customers 











Silver Award Silver Award 


With high commendation for their products everywhere, fresh laurels have 


come to the producers of Bromo-Seltzer and Rel in the All-America Awards. 
As makers of the shipping containers in which these products are distributed, 
by land and by sea to millions of consumers, we share the elation felt by our 
signally honored customers. The strength of EASTERN shipping containers 


is always outstanding, while super-added to strength and structural correctness 





is that subtle quality imparted by our Engineering-Promotional Department 








that gives them their distinguished character. We will gladly welcome the 





opportunity to make a survey of your shipping problems. 


The EASTERN BOX COMPANY 


Manufacturers of 
Corrugated and Solid Fibre 
SHIPPING CONTAINERS 












BALTIMORE, MD. 





EAST BROOKLYN, P.O. 
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L/ Simplex Knocked Down 


~SIMPLEX— 
| "The Solution to the set -Up-fbox-lhoblem 
- the test of a Champion— ; 


e Can He Take Ite 





Whether in a boxer, a paper box or a swim 
suit resistance to punishment counts. Jantzen 
proved this many years ago. And it was 
but natural they demanded DURABILITY 
in a container for their product—world fa- 
mous for its wearing quality. So, they chose 
Simplex. . 


The Simplex Paper Box CAN TAKE IT. 
Double construction af sidewalls and ends 
provides cushioning that MORE THAN 
DOUBLES strength at these vulnerable 
spots. Products packed in Simplex reach 
their destination intact — no spilling, no 
breaking or damaging of contents. 


Nor is sturdier construction its only claim of 
superiority. Simplex also save time, money 
and floor space. 


The Simplex Paper Box was perfected and 
patented only a few years ago—yet, many 
million Simplex boxes have already satis- 
fied the requirements of exacting buyers. 
We believe they will please you too — 
especially if you are one of those who 
demand in paper boxes, as in other things 
—the ABILITY TO TAKE IT! 


Leading manufacturers of paper boxes 

throughout America are now licensed to 

make Simplex boxes. Drop us a line that 

we may advise you as to your closest 
source of supply. 


x SIMPLEX PAPER BOX CORPORATION 


LANCASTER, PENNA., U.S.A. 
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COLTON CLIPLESS TUBE CLOSURES 
Protect And Beautify These 


ALL-AMERICA TUBES’ 


*And of Course 
COLTON FILLERS 
Fill Them 


The modern Colton method of filling, sealing and closing 
collapsible tubes is such an improvement over the old method 
of sealing with clips that more and more important manu- 
facturers are turning to it. Typical of the fine appearance of 
Colton Clipless Tubes are these two All-America award- 


winners. 


What the camera cannot show, however, is the superior 
economy of the Colton method of tube closure. Savings 
include elimination of cost of clips, time required to replenish 
clip rolls, and maintenance expense of automatic clipping 


heads. 


Write today for full details and samples of this important 
improvement. 


"sa 


| COLTON 
) DETROIT 


4 
te 
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No. 17 
Automatic Tube Filling, 
Closing and Crimping 

Machine 





















































































































































Seer 


os 











































































































ATTRACTIVENESS! 


....do your packages have it? 


Attractiveness, whether in a box or a picture, will stop you—and most 
‘people. If the illustration, or this advertisement, had been merely ordi- 
nary, you probably would pass it. By the same token, the best packages 


oligekea Mit-MuleliMelitclitclimelile Mule Cm iilcmuuleliartel (te 


There, in a nut-shell, is the key to our success as designers and manufac- 
turers of fine boxes. We know how to combine novelty with beauty... 
quality with economy. May we show you this attractiveness in terms of 


your own package and your own sales prospects? 


s 
Wm.Buedingen cx Son. 
oe 
1500 CLINTON AVE. NORTH ROCHESTER,N. Y. 
New York Representative: F. J. Redding, 30 E. 42nd Street 
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PLASTIC PACKAGING 
---is understood here! 


Pioneers in package molding . . . just as we have 
been among the very first in every phase of the 
plastics industry since 1876 . . . Auburn engineers 
and designers have demonstrated, in dozens of 
successful packages, their ability to understand 
and interpret the needs of merchandise and sales 
outlets. 

Wherever a molded package might do a better job, 
we can make certain that it does do the best pos- 
sible selling job! Write today for information on 
our molding record in packaging and what we can 


offer you. 


AUBURN BUTTON WORKS 


INCORPORATED 
ESTABLISHED 1876 


AUBURN NEW YORK 
NEW YORK CHICAGO DETROIT 
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Equipment and Materials 


(Continued from page 194) to handle as high as 180 con- 
tainers per minute; roll feed, for handling round ‘in 
containers from the floor above, which are fed by gravity 
direct to the washer, eliminating the need of an oper- 
ator at the machine. 

When loading the machine containers are placed in 
the feed chute. As an empty flight registers in position 
to receive a row of containers, they automatically feed 
from the chute into the cups. The containers are then 
carried in an inverted position through the washer 

The spraying nozzles are so constructed that they do 
not enter the container—there is no possibility of bend- 
ing the nozzle—injuring or marring a lined container— 
or possibility of delay because of broken glassware, 
Containers are thoroughly washed at two separate stages 
and then allowed an average of one minute or better 


i 


 -w 
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for passing through the draining section. When oper- 
ated at maximum capacity a full minute of draining 
time is assured. When the speed of the machine is re- 
duced the draining time proportionately increases. 

The operation of the machine is intermittent, making 
a single progression of one row of containers in every 
cycle. Each progression of a flight feeds and discharges 
a row of containers. 

The containers are ejected from the cups onto the 
discharge carriage in a horizontal position. ‘The car- 
riage is revolved through an arc of go degrees, setting 
the containers upright in a vertical position on an even 
level with the discharge conveyor. ‘The containers are 
then automatically moved onto the discharge conveyor, 
the carriage returning to the horizontal position ready 
to receive the next row of containers to be discharged. 

All main bearings are of the tapered roller type. All 
parts coming in contact with the washing water are of 
bronze construction, thereby eliminating any possible 
chance of corrosion or rust forming in the spray nozzles, 
pipes or manifolds. 

Where warm water washing is advisable, the washer 
can be equipped with a thermostatically controlled 
Sylphon water heater, so that the desired temperature 
of washing water may be obtained by mixing steam 


with cold water. 
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NOTE: This advertisement 
is coated with a lacquer coat- 
ing containing Hercules Nitro- 
tellulose. Nitroce!ulose lacquer 
(often called pyroxylin coating) 
& superior covering for paper 
Paperboard. It is applied 
by a simple coa:ing machine; 
ordinary printing »ress methods 
cannot be used. 
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HERCULES POWDER, COMPANY 


AT. 


M 





NITROCELLULOSE 


D 


Packages 


Catalog and. 
Booklet 


Covers 


Magazine 
Covers 


Car Cards 
Window and 


Counter 


Cards 
Calendars 


Wrappers 


Labels 


Menus 


WILMINGTON 


COMPANY 






Lacquer intensifies 
and brightens 
colors. 


adds lustre. 


is waterproof 
and washable. 


withstands chaf- 
ing and scuffing 
in shipping and 
handling. 


Lacquered surfaces 
do not stick 
together or 
become tacky. 


Lacquer resists 
fats, oils, acids, 
alkalies, and 
stains. 


It does not discolor 
white or darken 
with age. 


Lacquered surfaces 
are not easily 
soiled by dust, 
dirt, or finger- 
prints, 


> DELAWARE 


INTERESTED IN NITROCELLULOSE LACQUER FOR USE 


























Wrapping a Wide Range of Sizes 


Ten different sizes of Weston’s biscuit cartons are 
bing wrapped on a Scandia all rotary Wrapping 
naichine. Sizes range from a minimum of 174, in. x 
{ ; IN. X 57% in. to a maximum of g in. x 814 in. x 13 
in. Ihe main feature of this wrapping machine is that 
changes can be made from one size to another in from 
five to fifteen minutes. Where all the dimensions do 
not vary changes can be made in five minutes. Wrap- 
ping speed is thirty to fifty packages per minute, de 
pending on the size and rigidity of the package. 

lt is stated that due to the all rotary feature, the 
machine has, within reason, practically no speed limit. 
In other words, the speed depends more on the type, 
size and shape of the package than on the machine 
itself. For instance, on a similar machine now used fon 





wrapping cigarettes, a speed of 225 packages per minute 
is obtained. Another machine direct connected to a 
cartoning machine in which razor blades are cartoned 
operates at 250 per minute. Being all rotary the 
machine has fewer parts than other automatic wrap 
ping machines with elevator movements and_ recipro- 
cating parts. 

The machine is completely equipped with ball and 
roller bearings which assures minimum of wear and 
vibration as well as low upkeep costs. If required, the 
machine can be supplied with a paper cut out which 
prevents any paper being cut when there is no package 
going through the wrapping station. 

It is stated that due to the fact that the machine 
has complete control over the package and paper at all 
times it is possible to satisfactorily wrap with less trans- 
parent cellulose than on other automatic machines 
which, of course, provides an economy that can be 
credited to the original cost of the machine. 


Portable Screw Capper 


A new simplified portable screw capping machine 
has just been introduced by Alsop Engineering Corp., 
39 West 6oth St., New York. The new unit is said to 
be instantly adjustable for tightening screw caps of all 
types with positive security, making every containet 
absolutely airtight. It eliminates all danger of leaky 
bottles and spoiled shipments often caused by hap- 
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WS-308 
Different 
Bottle 
Displays 
for Your 
Selection 












Observe a woman as she shops. She must see the mer- 
chandise with her own eyes. She must examine the item 
with her hand before she buys it. 

Union Display Racks put your merchandise out where 
she can see, reach—and buy it. 

Merchants prefer Union Steel Wire Display Racks because 
they save space—are strong, serviceable and easier to 
keep clean, 

Whatever your product, Union makes a wire rack that 
will display it to best advantage. 


UNION STEEL PRODUCTS CO. 
521 Berrien St., Albion, Mich. 


Raisin BREAD 
THURSDAY 
— 





See Exhibit at 











Packaging Show 
March 3-6 
Hotel Pennsylvania 


New York City 


DW.-1217 
An example of what 
Union can do to dis- 
play bulky packaged 
goods in neat, inex- 
pensive, collapsible 
racks. 


Collapsible Wire 
DISPLAY RACKS 
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REAL RANGE! 
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CHOCOLATE WAFERS 


Weste ms 


English 
Quality 
Biscuits 





EVERY one of the above packages, with sizes differing 
by as much as 200%, was wrapped with C ellophane on 
a Scandia Automatic Wrapping Machine. And—this is 
most important—complete change in size within this 
range can be made in 5 to 15 minutes. The Scandia 
Automatic Wrapping Machine is a roll-feed rotary 
type having no cams or retroactive motions. It can be 
supplied to wrap from 30 to 250 packages per minute 
14,000 to 100,000 per day! Equally effective with all 
types of wrappings and with heat or adhesive seals. 
Uses less Cellophane than most Automatics. 
Low Cost Electric Eye available for registering 
printed designs. 





Scandia Automatic Wrapping Machine 


AMSCO’S COMPLETE LINE, includes equally efficient semi-auto- 
matic wrapping; labelling; bag-sealing; weighing and filling 
machines. Amsco equipment has cut costs and increased perform- 
ance in each of these fields. Investigate! 








Booth Booth 
No. 405 No. 405 


MARCH 3-6 - HOTEL PENNSYLVANIA - NEW YORK 


AMSCO PACKAGING MACHINERY, INC. 


122 CENTRE STREET 
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hazard capping methods. The flexible shaft allows the 
operator to cap bottles within a large radius of the 
base. 

A heavy, sturdy base with a specially designed buiit- 
in motor makes the unit compact, self contained and 
readily portable. It can be operated anywhere in the 
plant by simply setting it on the conveyor side-board, 
or the work bench, or the revolving table. There 
no preliminary or installation work required for rin- 








ning it. Smooth, noiseless operation adds greatly to 
its efficiency and makes the unit foolproof and _ abso- 
lutely effortless to operate. 

The Hy-Speed Capper is designed and constructed 
for long hard usage and will render dependable service 
over a period of many years. The motor is built for 
continuous duty and costs but a few cents a day to 
operate. It is stated that for steady production work 
or for numerous capping jobs involving a large variety 
of bottle cap sizes and styles, the Hy-Speed Capper is 
the ideal machine from the standpoint of speed, ease 
of adaptability and low cost. 


New Adjustable Labeler 


Among the interesting exhibits at the recent Canners’ 
Convention was a new, wide range and quick change 
adjustable labeler, shown by the Burt Machine Com- 
pany, Baltimore, Md. Claimed for this machine is that 
it supplies the quickest and handiest method of chang- 
ing from one size container to another. Adjustments 
formerly done individually have been consolidated; 





changes are simple and can be quickly made. 
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The pickup glue pot is quickly and easily moved by| 
a handle and the pasting device is moved bodily by also 
turning a handle. Turning another handle sets the| 
complete top frame for the correct diameter setting 
while moving another sets the conveying belts, pulleys, 
belt tighteners and guide rods. The machine contains 

















novel features which are said to make the Burt system 
of rapid adjustability the most convenient ever devised. 
All regular Burt features are embodied in the new quick 
change model, while structurally, it has the rugged 
sturdiness for which Burt labelers have always been 
known. In addition to the different types of labelers, 
case packers were also exhibited. 


For Wrapping Mum Cartons 


Used in the wrapping of the 10-cent size packages of 
Mum at the plant of Bristol-Myers Company is the 
Scandia all rotary wrapping machinery shown in the 
accompanying illustration. This unit is completely 
automatic and is connected to one of the newest types 
of Redington cartoning machines. Operation is at the 
rate of 162 packages per minute, at which speed the 
entire line has been running steadily for some five on 
six months. 

In this hook-up there is a long intake on the feed 
end of the wrapping machine instead of the customary 
hopper feed or short feed used when packages are hand 
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, 
LUSTEROID means everything from the raw product 
to the high quality of the smooth, grainless, finished 
surface . . . to the details of design and manufacture 
... to the transparent or opaque colors... to the 
mixing of ink . . . to the printing . . . to the finished , 
product—a sparkling, strong, light, unbreakable, cylin- 
drical container brimful of merchandising aids. } 
When competition for consumer buying is at stake, 
use LUSTEROID. It means additional stock turn-over j 
for manufacturer, wholesaler and retailer and makes 
your package more desirable—in appearance, in utility ‘ 
and in effectiveness. Please feel free to consult with 
us. There’s no obligation. We'll be glad to assist you } 







in developing a package with sales appeal. 
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Formerly Lusteroid Division of i 
SILLCOCKS. 






THE MILLER COMPANY 
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distinguishing features entirely your own. 


Write or wire our nearest office. 


fed. In the middle of this intake there is a mercury 
switch to which is connected a feeler that rests on top 
of the packages as they pass from the cartoner into 
the wrapping machine. Should the cartoning machine 
stop for any reason, the feeler drops down after the 
packages have passed this point and automatically stops 
the wrapping machine until the entire line is started 


up again. 


Chewing Gum Economy 


(Continued from page 190) all my customers are bargain 
hunters at heart. Even when they know they're not 
getting any more for their money, they like to kid 
themselves. All this gum maker has done is given them 
the pleasure of letting them—the chewers, I mean—do 
a little self kidding. And he’s getting plenty of sales, at 
least in my territory. 

“And that’s all you'll get out of me about gum, 
tonight. It’s getting so that a fellow can’t talk anything 
but business with you these days. Now, as I was saying, 
the trouble with these here Roosevelt Democrats is——” 


A Record of Achievement 


(Continued from page 81) stains; prevention of spot- 
ting, discoloration, scuffing and chafing are among the 
qualities and advantageous properties of which these 
coatings are capable. 


The availability of stock molds and the development 
of special molding processes in the field of plastics 
served to increase the use of molded containers and 
closures, and the 1935 crop of plastic packages sur- 
passed, in ingenuity of design and color, that of any 
previous year. Re-use still remains as a forceful argu- 
ment for the popularity of these containers, although 
there has been a tendency in certain directions to some- 
what overdo this practice, and thus lose the original 
effectiveness of this type of container as a package. 

Packaging machinery manufacturers, following their 
established precedent for initiative, scored again in 
1935 and offered a diversity of equipment for improved 
package production. Widening applications of the 
“electric eye” were in evidence, and it may be expected 
that the near future will offer further extensions in 
the use of this device. Increasing speeds, greater con- 
vertability and interchangeability of package sizes and 
shapes were to be found in practically every type of 
machine already in existence, in addition to new fully 
automatic and semi-automatic units for performing 
operations heretofore done manually. 

To recapitulate: The year 1935 was one of con- 
structive effort and accomplishment in the packaging 
industry—a_progressiveness which was fully equal to 
the responsibilities placed upon those who have chosen 
to serve that industry. And the road which lies ahead 
for future development and continued prosperity of 
both users and suppliers of packages is broad and full 
of promise. 


. 





STOCK MOLD 


SELECTIONS WITH SPEED 
AND ASSURANCE. 





There’s a man skilled in package molding, 
in each of our strategically located offices, 
who will gladly visit your plant and study 
vour problems, then show you how one 
of our large group of available molds can 
be adapted—at low cost—to your packag- 


ing purposes. 


These packages, of proven sales power 
and beauty of design, may be molded in 


your own special colors, with or without 
NEW YORK 


CLEVELAND 


She KURZ-KASCH 


COMPANY 


DAYTON, OHIO CHICAGO 


LOS ANGELES DALLAS ST. LOUIS 


MINNEAPOLIS TORONTO, CANADA 
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1924 Bronze Awards 


(C tinued from page 
sear on the stage as given it in your award last year.” 





; Bendix Products Corporation. The carton, as an 

4 automotive parts package, has received its widest usage 
as a counter display in the form of a single package. In 
othe: words, one of the triangular cartons has been 
used, in itself, as a counter display. The dual package 
feature of the carton has served for compactness and 
the rigidity of the package has provided a very effec- 
tive ineans for the parts in question. This particular 
part is, by its character, bought when needed as a re- 
placement, and in view of the same being a standard 
equipment part, merchandising efforts will not do a 
great deal to increase the sale of the same. The com- 
pany’s purpose in providing this particular carton was 
to provide convenience in handling. 





New Name in the Plastic Molding Industry 


A change became effective February 1, 1936, when 
Consolidated Molded Products Corporation supplanted 
the Molded Products Division of American Record 
Corporation. Operations will be continued in the 
Scranton factory, and general offices of the company are 
located at the plant, 309 Cherry Street, Scranton, Pa. 

John P. Case is president of Consolidated Molded 
Products Corporation, an office which he held with the 
former company. R. H. Allen is vice-president and E. A. 
Dix is secretary-treasurer, both of whom were formerly 
of the Molded Products Division of American Record 
Corporation. 

The molding plant of Consolidated Molded Products 
Corporation has been in continuous operation for more 
than half a century, known for many years to the 
trade as “Scranton Button Brand.” A large part of the 
company’s molding business is still in the production 
of buttons, but their service today comprises molding 
in all plastic materials for all industries. ‘The molded 
products business formerly carried on by American 
Record Corporation at Bridgeport, Conn., and Scran- 
ton, Pa., will be consolidated at Scranton, and the name 
of the new corporation is thus better identifying its 
product and activities in the industry. The same district 
sales offices at New York, Chicago, Detroit and Cleve- 
land, and the same factory and sales personnel will be 
continued by Consolidated Molded Products Corp. 





Annual Meeting of Technical Association of 
Pulp and Paper Industry 


The annual meeting of the Technical Association of 
the Pulp and Paper Industry was held at the Waldorf- 
Astoria Hotel, New York, Feb. 17 to 20. An extensive 
program gave consideration to various technical de- 
velopments and activities. One of the sessions on Wed- 
nesday, Feb. 19, considered the subjects of color, 
packaging and paper uses. Addresses during this session 
were as follows: 

The Paper Industry and the Business Cycle, by L. T. 
Stevenson. 

A Method for Determining the Whiteness of Paper, 
by D. B. Judd. 

Combining Problems, by W. T. Marble. 

Plans for Tappi Work on Containers and Paper 


iR 





33) package relinquished the 








SINK OR SWIM? 


APER bags and cartons made of LOTOL*-treated stock and 
sealed with LOTOL* have an unusual degree of moisture- 
resistance, toughness, and pliability. 


LOTOL* has proven itself not only a superior water-proofing 
and strengthening agent... . It has demonstrated its supe- 
riority as a sealing material. Unlike glue, it sets quickly, is im- 
pervious to temperature changes, and impervious to moisture. 
It creates a tenacious, permanent, even seal which cannot be 
broken without destroying the package. 


If you have not yet discovered LOTOL* for yourself, it will be 
advantageous to find out at once how it may be applied to the 
improvement of your product. Why not write to us? We can 
also supply all types of natural Latex. 


 LOTOL | 


__. PROCESSED LATEX 


*LOTOL is our trade name for Latex in any form. 


NAUGATUCK CHEMICAL 


DIVISION OF UNITED STATES RUBBER PRODUCTS, INC. 
1790 BROADWAY NEW YORK, N. Y. 
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UPACO 
CELLULOSE 
ADHESIVES 


in 1935 the same 
as in Last Year's 
Package Competition 


Of the several thousand adhesive-using 
packages entered in the 1935 All-America 
Package Competition, a large percentage 


used UPACO Adhesives. 
Again history repeats itself: UPACO has 


been establishing enviable records on all 


such work: 


Window Cartons 
Cellulose Bags 
Wrappings 
Bottle Wraps 


We have over 500 formulae, each one 
superior for certain classes of work. No 
matter what your special requirements 
may be, we have or can make an adhesive 
that will exactly suit your needs. Tell us 
your troubles—we'll work out the right 


answer for you! 





UNION PASTE CO. 


MEDFORD, MASS. 


200 BOSTON AVE. 
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Bags, by A. W. Nickerson, R. M. Bates and Pierre 
Drewsen. = 

The American’ Management Association Packaging 
Show, by J. D. Malcolmson. 

Packages and Merchandising, by C. B. Larrabee. 

Other subjects of interest to those concerned with 
packaging and the manufacture of packaging materials 
were: 

Offset Lithography on Coated Papers, by R. F. Reed. 

Coating Equipment Developments, by F. W. Egan. P 

Raw Materials (coated paper) Developments, by O. 
W. Callighan. 

Finished Products (coated paper) Developments, by 
H. M. Annis. 

Other addresses gave consideration to problems per- 
taining to the manufacture of coated paper—equip- 
ment, raw materials, processing and finished product. 

































Concerning Fisher Faucet Display 


Reaching us too late to be included with the other 
summaries of the 1934 All-America Winners is the 
following concerning the faucet display of Fisher Brass, 
Inc.: “This acknowledges your wire request for in- 
formation concerning the sales performance of the 
faucet display package of Fisher Brass, Inc. Our 
records merely indicate the effectiveness of the entire 
packaged line through the list of new hardware outlets 
sold. Although there are figures, too, on the sales of 
packaged fixtures, we have no breakdown setting forth 2 
the sales performance of the faucet package.”—Editor. 
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Equipment at Bromo Seltzer Plant 


Shown below and on page 214 are illustrations of 
various packaging equipment in use at the plant of 
The Emerson Drug Company, Baltimore, Md. This 
company received the 1935 All-American Silver Award 
in The Machinery and Equipment group. Recently 
The Bromo Seltzer package was changed, a carton now 
being used in place of the former wrapping around 
the bottle. Illustrations of other equipment at this 
plant as a floor plan showing placement of the machin- 
ery units will be found in the special section, which 
announces the 1935 All-America Awards, in this issue. 











One of the three continuous loading cartoning machines at the 
Bromo Seltzer plant. Each unit produces three hundred gross 
daily. Photo, courtesy of F. B. Redington Company 
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TRANSPARENT 
CONTAINERS 


THESE INDIVIDUAL SHOWCASES are increasing sales 
for many products, including these: 





Artificial flowers Narrow ribbons Cutlery box covers 
Chewing Gum Dried Rose and lilac Golf balls 

Glace fruits Easter eggs Balloons 

Powder puffs Nuts and candy Penny merchandise, etc. 


Combine the sturdiness of a box with the 
sales advantages of transparent wrappings. 
People want to see the products they buy 
nowadays. Show them!—in Emeloid Trans- 
parent Containers. They provide complete 
visibility along with protection from dust, 
moisture and air. Send us your package 
problem—no obligation, of course. 








THE EMELOID CO., Inc 
287-289-291 Laurel Ave. — Arlington, N. J. 


Phone, REctor 2-0887 


WEIGH-FILT-SEAL—AND PACK 


3000 cartons per day on the TRIANGLE ECONOMY PACKAGER 
for a total labor cost of less than $2.50 per day. 














Here is the fastest, simplest and least 
expensive package machine of its kind. 
It seals top and bottom, fills and collects 


eartons for packing at the rate of 3000 





a day—with only one operator! 

This Triangle Economy Packager accommo- 
dates all size cartons, requires little floor 
space and is installed in your plant for 
30 days trial. 


Take advantage of our liberal term purchase 





plan. Pay for the machine out of savings. 
Get the facts! Write to-day! 
Visit our exhibit—Booth *304—Packaging Show. 


TRIANG ACKAGE 


MACHINERY/COMPANY 


907 No. Spaulding Ave., Chicago, Ill. 
50 Church St., New York * 316 Clay. St., San Francisco 
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TRIANGLE ECONOMY PACKAGER Foreign Office: 44 Whitehall St., N. Y. 










FEBRUARY 1936 





213 











BOSTITCH STAPLED! 


The makers of Twissors take a tip from their hundreds of asso- 
ciates among chain store suppliers and use a Bostitch stapled 


counter card to hold, display, and explain their unusual mer- 
chandise. 


Testifying to the low cost and salesemaking power of Bostitch 
stapled, protected displays, the same firm has now adopted this 


method for their larger display cards. 


Whatever your make, however you may sell it, Bostitch can 
probably show you a way to improve its appearance or construc- 
tion, reduce pilferage, increase display value, and augment sales 
cost, speedy stapling. Use 


appeal through the use of low 


coupon below. 


See representative examples of Bostitch stap- 
ling at Booth 510 in the Packaging Exposition 


BOSTITCH SALES COMPANY 


56 E. Division Street East Greenwich, R. |. 


Please give us information and suggestions with 
regard to Bostitch methods of merchandise display- 
protection. 

Name 


Address 














Equipment at Bromo Seltzer Plant 


Volumetric filler for small size Bromo Seltzer bottles. Production 
is at the rate of 60 per minute 


Six-scale, high-speed net weigher for larger size bottles. These 
three illustrations by courtesy of Pneumatic Scale Corp. 


Unit for applying end labels to wrapped (bundled) packages 


Sundberg & Ferar, industrial designers, have found 
it necessary to expand their organization and move into 
larger quarters in the Stevenson Building, Detroit, 
Mich. During the past year, this firm has modernized 
a large and diversified number of products, among 
them being radios, auto heaters and accessories, electric 
safety switches and appliances, and innumerable plastic 
and die casting products. 




















CLAY (C OAT E D) 


tices 


F ae ne 


BOX BOARD 


WUD DEStGN DESERVES GOOD MATERIAL 


INKS — PRINTING CRAFTSMANSHIP — BOARD 
EACH COMPLIMENTS THE OTHER e THE FIRST 


TWO HAVE THEIR BEST CHANCE WHEN USED 


ON RIDGELO CLAY COATED FOLDING BOXBOARD 


THIS PAGE LS PRINTED IN FOUR COLORS AND VARNISHED TO SHOW OVERPRINT GLOSS 
ON BOTH INKS AND STOCK... RIDGELO CLAY COATED (TWO SIDES) BOXBOARD .012 





Ridgelo 


om Sy. A 
FOLDING BOXBOARD 
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- A sensible man does not build his house on sand. Then 


why put good designs on shoddy material? 


® If your package is to give an impression of PRODUCT 
QUALITY you cannot afford to exaggerate the slight 


difference in cost between RIDGELO Clay Coated and 


bob i=sele) ae eleles cole 


é Only the clay coated surface can offer such brilliance, — 
such versatility,— such salesmanship! And of all clay 


coated boxboards, RIDGELO is the outstanding leader! 


Ridgelo 


O 


FOL DIN G 
BOX BOARD 


“The Best Known Name in Boxboard’”’ 





MADE AT RIDGEFIELD, NEW JERSEY BY LOWE PAPER COMPANY 
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A Different Razor Package 


A new razor that glides over the ridges and bumps, 
idjusting itself to the varying surface but shaving all the 
time. A ball and socket swivel joint does the trick, as 
do also the blade adjustments. A market test proved 
conclusively the merits of the new razor but also indi- 
cated the need of package improvements. 

So Mr. Ryley of Razor Products Corporation con- 
sulted with Boonton Molding Company. ‘The result is 
shown in the illustration and needs little explanation. 
Once again we see a different razor package. 

This time a telescoping cover is featured. Hinted 
razor boxes didn’t always work out so well in the medi- 
cine cabinet—hence this change in design. Smooth, 





sleek lines with the manufacturer’s name inside—on the 
edges of the partition. There the engraving will be 
noticed everytime the razor is removed or replaced, and 
the cover can be reversed as illustrated without losing 
the value of the trade mark. Note how this design 
avoids the necessity of removing the entire box from the 
cabinet, or much shelf clearance as with a hinged con- 
tainer. This is another job engineered by Boonton 
Molding Company. Bakelite in dark mixed colors suit 
able for a gentleman’s package is used. 


Glass House for Package Research 


(Continued from page 174) kind of test is made on 
each customer's package. He may learn if his product 
needs more or less seasoning, just what instructions 
should be put into the label for home preparation, 
whether the particular type of closure he has selected 
is proper for the product he is packaging, or further, 
if he is contemplating a new product for the market, 
Owens-I]linois testing laboratories will give him a com- 
plete and detailed report on every property of the new 
product he contemplates offering. 

Sull further along one may find installations of every 
kind of modern equipment for the capping, sealing and 
packaging of various kinds of food products. Vapor 
sealers and vacuum sealers are constantly at work so that 
the Owens-Illinois laboratories remove the “bugs” and 
troubles from each customer’s products long before a 





merchandising or selling stage has been reached. 












































To do what is ex- 
pected and NEVER fail—such 
is true dependability . . . and 
that requires a margin of safety 
to allow for the extra stresses of 
emergencies. Thus, in making 
a product, provision must be al- 
lowed for accomplishing some- 
thing more than a minimum 
requirement. 


ARABOL 


ADHESIVES 


have that PLUS-factor. 
They never fail to ac- 
complish what is ex- 
pected of them because 
they have something to 


: spare. More dependable 
adhesives simply are not 
made. 


inl -y-\,4-\ 10) Glo Co LOR 


World's Largest Manufacturers of 


Glues, Gums and Pastes 





110 EAST 42nd STREET * NEW YORK 


54th AVENUE & 18th ST. 30 STERLING STREET 
eds | toy Vcte) SAN FRANCISCO 


Offices and Warehouses at Boston & Philadelphia 
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FIVE 
GOOD 


NUMBERS 
by Ad. Hesive 


Ad. says: Glys-Jel is a new development 
for the box maker who uses animal glue. 
A very small percentage of this material 
added to ground glue gives flexibility, 
eliminates warping and reduces ma- 
terial costs. 


Star Non-Warp Glue for tightwrap work 
combines flexibility with quick-drying, 
non-curling qualities. 


Star Special Process Glue is for the box 
manufacturer who prefers cold glue. It 
has excellent penetration and flexibility. 


Star *147 Labeling Gum is equally 
adapted for labeling hot, cold, wet, dry 
and greasy jars or bottles. It is moisture- 
proof, and transparent. 


Star Labeling Gum #148-L is for var- 
nished labels and where very heavy paper 
is used. It is colorless, highly concen- 
trated and will hold labels indefinitely. 


Make Your Identity Stick through the 
use of these label glues. 


The Star line includes 
every type of Adhe- 
sive. We have five fac- 
tories, where prompt, 
efficient service is 
assured. 


BINGHAM BROTHERS 
COMPANY 


(Founded 1849) 
Adhesive Manufacturers 


406 PEARL ST., NEW YORK, N. Y. 
ROCHESTER, N. Y. BALTIMORE, MD. 
980 Hudson Ave. 131 Colvin St. 
PHILADELPHIA, PA. 
521 Cherry St., and Emerald & E. Hagert Sts. 
ATLAS GUM & SIZING COMPANY, INC. 


Bush Terminal No. 1, Brooklyn, N. Y. 
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| Department Stores Avoid the Stereotyped 


(Continued from page 137) Sales showed a thirty per 
cent increase for the month of December, 1935, over 
the same month the year previous. As many as forty 
girls were kept busy in the wrapping departments foi 
a period of over three weeks in assembling and adjust 
ing this output. And a total of twenty-five thousand 
gift packages left the store in that period. So large in 
fact has the gift wrapping end of the company’s bus 
iness grown during the holiday period that actually 
there has been required more help than that given by 
the number of regular wrapping and shipping peopl 
employed by the company. 





On the market but a few days and sales increased at a sur- 
prising rate, is the brief commentary to be made of the new 
transparent container designed and made by The Emoloid 
Company, Inc. for Dominick & Kroul, Inc., artificial flower 
manufacturers. The container which has a self-closing lid 
with an applied tab to facilitate its opening, serves not onl 
to protect the structure of the included merchandise (in 
case an artificial flower) from dust, but also permits 
complete visibility 





Catering to the Garden Enthusiast 


(Continued from page 144) products are a series of 
granular or powdered materials such as bone-meal, 
cow-manure, peat-moss, sheep-manure, etc. These are 
sold in containers varying in contents from five to 
twenty pounds or thereabouts. In use, it is essential 
that the product enjoy protection long after the first 
portion of the contents has been removed. It is likewise 
essential that the container be convenient to carry and 
that the pouring of the contents be both easy and easy- 
to-control. It is finally essential that the odor of the 
product, which might be annoying both in the store 
and in storage, be securely sealed within the package 
both before and after first use. Thus, five essentials 
were placed before the designer of the packages, John 
A. Farmer of the Hoffman firm. 

The first demanded eye and sales appeal—an essen- 
tial of any package both from the retail sales viewpoint 
and from that of securing its adaptation by dealers. 
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This was accomplished by using brilliant colors on a | 
clean, white field and by relegating all directions 
(which, necessarily are fairly long and detailed) to the | 
back and side walls of the packages. The package | 
fronts, the parts seen first in windows and store shelves, 
ire thus restricted to very little copy—the firm’s name, 
he name of the particular product contained within 
and the uses the product is intended for. Since these 
jast are true of the entire line, the lettering was styled | 
as a sort of secondary trademark, the last letters of each | 
word—lawns, gardens, plants, being combined as a 
single letter and the four-word description being printed 
in reverse on a colored panel which forms the base of 
the package. Because of this simplicity of design, the 
packages thus make an attractive display in the store, | 
being colorful, simple, easy-to-read and neat and clean 


in appearance. 

The second requisite was secure sealing, to prevent | 
both the emission of odors and of dust and to make 
them tamper-proof. This is accomplished not merely 
by stapling the several-times-folded bag top, but by in- 
cluding in the stapled bag top a heavy carrying handle 
which sits like a saddle over the folds of the bag and 
thus provides further insurance of a tight closure. 

The third essential is that the bags be easy to carry | 
both from the store and in the garden. To this end, | 
they are equipped with the above-mentioned patented 
“pick-up” handle, so arranged that even after the pack- 
age is opened and part of its contents used, the remain- 
der may be re-sealed and carried back to storage in the | 
garage, tool-shed or basement. The handle consists of | 
a die-cut saddle, stitched over the top of the bag, with 
a die-cut hand-grip on one side. 

Convenience in use, in the case of these products, 
requires that the contents may be poured exactly where 
needed, in the proportions desired and without contact 
between the hands and the package contents. ‘To open 
the package, the user cuts off the corner of the folded 
top, along marked lines, by a simple snip with a garden | 
shears or scissors. ‘This opens the required and ideal 
size of hole and permits of flow-control by the simple 
expedient of holding the package by the handle and 
tipping it, from the bottom, with the other hand. Since 
the package may be easily moved while pouring goes | 
on, an even distribution of the contents around any 
plant or series of plants is simple to obtain. Because | 
the package is unusual, and because the careless user 
might destroy the proper functioning of these pouring 
features, directions for use are given on the side wall 
of the package in a manner that cannot be misunder- 
stood. A series of five simple pictures, each with one 
or two words of copy, gets the story over to even the | 
most hasty of the flutter-minded. | 

The fifth requirement, that the packages be easy to | 
reseal, is likewise accomplished in a novel and easy | 
way. In fact, one is almost led to suspect that Designer | 
Farmer was helped on this point by his wife, for he 
uses something strangely resembling a hairpin. This 
clip, which comes with the package, is used after the 
pouring spout wall of the package has been pushed 
back into its folded position and securely locks the 
contents in until again required for use. By this method 
odors are kept sealed in and the possibility of wastage 
and spilling is removed. 

None of these features may seem of major importance 
to the packager of general household products. Cer- 








STOP HIGH WRAPPING COSTS 


with the 


MILLER “economatic”’ 
| WRAPPING MACHINE 





The low-priced MILLER ‘‘economatic’’ wrapping 
machine cuts deeply into wrapping costs. No matter 
what kind of packages you have, or how many sizes, 
the chances are great the MILLER ‘‘economatic”’ will 
wrap them at far less expense. It is amazingly flexi- 
ble, speedy, and uses a minimum amount of wrap- 


ping material per package. 
Write today for full information! It will pay you 


dividends to investigate! 





MILLER WRAPPING & 
SEALING MACHINECO. 


14 S. CLINTON STREET. CHICAGO 
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Include Chambon Presses 
In Your Modernization Program 


Plants are now being modernized; labor saving machinery 
and methods are being installed. Manufacturers are put- 
ting printing into their production line and saving 20% to 
30% over previous costs by installing Chambon Automatic 
Multicolor Printing and Cutting Machines. Users of print- 
ing in large quantities are invited to write for information 
and to submit samples and production requirements. 
CHAMBON CORPORATION, 913 New York Avenue, Union 
City, N. J., Western Office at 608 So. Dearborn Street, 
Chicago, IIl. 





BOW TO 
DEMAND 


Put your product 
in a package that 
commands atten- 
tion, respect and 
ready access. Put 
it in a NATIONAL 
Collapsible Tube. 


TELL US TO COME 
A-RUNNING 





New York Office: 331 Madison 
'} Ave., Tel. MUrray Hill 2-0339 


Chicago: C. J. Eichman Co., 


4 . 
CollapsibleTubeCo. 355 7: Tel. 


St. Louis: W. W. Hoernlein, 


PRO VIDENC E, R. I. 2105 Pine St., Tel. Central 1261 


REPRESENTATIVES IN OTHER PRINCIPAL CITIES 
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tainly many a housewife and many a husband get 
along without complaint using far less well protected 
and far less convenient packages. But, remember al- 
ways, these same people become very different in their 
demands when they start to burrow and furrow their 
gardens. The Hoffman firm, by appreciating and cater- 
ing to this difference has not only succeeded in develop- 
ing features which might well be emulated by general 
merchandise producers but has also substantially raised 
the acceptability of its products in the better grade of 
seed, garden, hardware and department stores and has 
thus achieved a widened distribution and a large and 
growing trade. 


Credit: Bags by Union Bag and Paper Corporation. 
Closure by Denny Tag Company. 
Shipping cases by Container Corporation. 
Clips for resealing by Acme Staple Company. 


Encouraging the Dentist to Reorder 


An efficient assembly of molded plastics that provides 
a base of operation for the dentist is to be found in 
the Baker Adjustable Aristaloy Dispenser. When we 
say base we mean just that, for you will notice from 
the illustration that the various articles that would be 
required for properly mixing a dental filling are as- 
sembled on a molded plastic base. It is one of those 
combinations of package and dispenser that makes it 
easy to reorder Baker dental materials. 

The tricky molded closures on the bottles incorpo- 
rate adjustable plungers which permit the dentist to 
regulate the proportions of alloy and mercury to suit 
his own requirements. By turning the revolving disc 
on the bottle of mercury and lining up the graduations 





on it with the white line on the molded closure the 
operator knows exactly how much mercury will come 
through the small hole on the top of the closure. “The 
bottles are set in depressions about one half inch deep 
so as to insure their stability. Between the bottles there 
is another depression in which the mortar is located. 
The dentist usually purchases mercury in one pound 
lots. Hence the little funnel to permit casy refilling 
of the dispensing bottle. ‘The pestle has been located 
directly in front of the filling ingredients and fits nicely 
in a groove with finger cut-out to allow its easy removal. 
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Note how the name Aristaloy is continually in front 
of the dentist and on the bevel that catches all the 
highlights which makes the raised letters easily read. 
On either side the name and address of the company 
are located just in case any one should forget that Baker 
& Company are located in Newark, N. J. Credit for 
the molding job goes to Boonton Molding Company. 
The material used is Bakelite. 


Here Today—Gone Tomorrow 


(Continued from page 138) varied merchandising 
means. She is being bombarded from all sides with 
intriguing invitations to try this or that; with more or 
less convincing statements to the effect that some par- 
ticular product characteristic makes that product the 
outstanding product of its kind. Mrs. X’s faith in your 
product may undergo a decided change. You may be 
out tomorrow! 

You know all of this, of course; it’s elementary; it’s 
kindergarten stuff in the realm of merchandising. But, 
have you ever stopped to realize that you have a tre- 
mendous advantage in the fact that she is a user of 
your product? And, that you can capitalize upon this 
advantage, and woo her continued patronage? 

How: By employing the services of an economical 
but extremely effective medium through which you 
can place in your customer’s hands, when she opens 
your package, an attractive, colorful package insert, ex- 
plaining and illustrating how and why she should use 
that product. Does Mrs. X know all the uses that can 
be made of that product of yours that she now has in 
her possession? Does she know what other products 
you manufacture, and their uses, and their superior 
qualities? You can inform her, thoroughly, of these 
important facts in a package insert. 

Don’t overlook the fact that by talking to the user 
of your product through the medium of the package 
insert, you are reaching her at a most auspicious time; 
at a time when her undivided attention is devoted to 
the product and to the results that can be attained by 
the use of that product—the proper use. Your chances 
of registering favorably, and of accomplishing the re- 
sults you desire, are much greater due to the lack of 
competition with other interests. 

A word of caution, however. \ 
package inserts, make sure that they are modern; that 
they are colorful; that they are striking enough to com- 
mand attention and intrigue the reader to note care- 
fully the various points set forth therein. Change the 
appearance of these package inserts from time to time, 
and have that change a radical one, so that when sub- 
sequent packages are purchased and opened the pack- 
age insert will register instantly as something new and 
different, suggesting a new thought or a new angle to 


If you do employ 


the subject. 

When you have taken the proper steps to insure 
reader attention for your package inserts, go all the 
way and make sure that they will tell your story the 
way you want it told, and that they create the prope 
atmosphere around your product—around all your 
products when the occasion demands. 

Maximum success will attend this merchandising 
effort only if the package insert, by its attractive layout, 
colorful design and faithful reproduction of product 








STIKFAST 


TRADE MARK REGISTERED 


|ABEL PASTER 


SENT TO YOU ON APPROVAL 
CONVINCE YOURSELF IT 
WILL SAVE MANY TIMES ITS COST 
OR SEND IT BACK 


Lowest priced motor driven label paster on the mar- 
ket. Belt or direct drive. Works faster, easier. Non- 
corrosive. Saves money on label costs, cost of pasting, 
reduces label waste, does more in less time, easier to 
use. Saves its cost and then shows a profit. Three sizes. 
Smallest size takes labels approximately 4'/2” wide. 
Next size takes labels approximately 8'/2” wide, giving 
advantage of 2'/2” over similar machines selling at a 
higher price . . . is particularly adapted for face and 
back labels. The largest size takes labels approximately 
11%” and is being used for large shipping case labels. 
Write for information, prices. The Stikfast Label 
Paster performs according to our claims, or you send 
it back. Used by many of the world’s largest concerns 








FREE 


Write for your 
copy of ‘'SHIP- 
PING FACTS" 
booklet. Gives 
practical short 
cuts in shipping 
room operation. 
Also describes the 
DIAGRAPH Sten- 
cil Cutting Ma- 
chine — used by 
world's largest 
corporations in 
many lines of 
business. 


FREE 


"“SHIPPER'S 
HANDY HELPER" 
—full of valuable 
facts, lists 100 
shipping room 
items at rock-bot- 
tom prices. Write 
today. 


Sal NNN 








in all lines of business. Address 


DIAGRAPH STENCIL MACHINE CORP. 
2918 CLARK AVE. ST. LOUIS, MO. 
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USE ANILINE 


INKS 


WITH A REPUTATION 





originators of 
opaque aniline inks 





Opaque Aniline White *20682 for glassine, regular 
cellophane carton and paper stocks. 


Opaque Aniline ‘Buckeye White -24881—Designed 
especially for moistureproof and heat-sealing 
cellophane. 


Opaque Aniline Yellow =21253—suitable for any 
type of stock. 


These immediate dry OPAQUE aniline inks 
work clean, are free from settling, and can 
be used alone or with various dyestuffs. 


CRESCENT INK & COLOR 


COMPANY OF PA. 
PHILADELPHIA 
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AT BOOTH “602 


At the Packaging Exposition—March 3d to 
6th we will show one of our 


1936 MODELS 


BECK AUTOMATIC ROLL SHEET CUTTERS 


Here we will be pleased to welcome 
you and go over your most difficult 
sheeting problems. Here also you 
may see one of these machines under 
power, and learn first hand just 
why so many purchasers consider 
it the most simple, accurate and 
rapid sheeter available anywhere. 





-, 


CHARLES BECK MACHINE COMPANY 
13th and Callowhill St. Philadelphia, Pa. 














x KW * 
OPPORTUNITY! 


for a man with imagination 
and artistic ability, preferably 
experienced in the packaging 
and premium fields, to develop 
business for aggressive manufac- 
turer of Plastic materials. Salary 
and expenses. Write care of Box 
129, Modern Packaging stating 


qualifications and references. 
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and story, is convincing evidence that your product is 
the product for the user’s needs. 

Package inserts of inferior or indifferent appearance 
not only fail to convey the proper tone of fitness and 
prestige; they adversely affect the subconscious reac- 
tions of the recipients, leaving the way open for the 
persuasion of competitive advertising to undermine the 
product loyalty of your product user. 

One last thought—and an important one, too. Pack- 
age inserts ride for nothing. They “thumb” their way. 
They are happy little stowaways in your product pack- 


age. There is no distribution cost to a package insert! 


Promoting Product Introduction 


(Continued from page 164) offices and those of sub 
sidiary companies. 

While no attempt was made to merchandise thes« 
assortments through retail stores, the requests of a few 
leading markets, which regularly handle these super 
packages were filled. Aside from such cash sales, which 
entailed no promotion expense, the entire volume of 
sales came from employees of the company and from 
employee solicited friends, Thus sales promotion costs, 
far from exceeding those of the regularly sold items, 
as might be expected with the ordinary gift assortment, 
were in this instance limited to the inter-company ex 
pense of notifying employees of the acceptability of 
orders. 

The super-package itself consists of an octagonal 
set-up boX, covered in a bright green and red Scotch 
plaid paper, in imitation of a homespun cloth. A silver 
foil label, printed in black with the legend “Kraft Gift 
Assortment,” is set on the flat top of this box in an off- 
center position. Within, the central position is occupied 
by a half-pound casserolette of one of the newer Kraft 
items, Old English Spread, introduced to the public 
only a few weeks before the distribution of the super- 
packaged assortment. This, set upon a die-cut, raised 
tray, is given its position to fully capitalize the cus- 
tomer-building effect of the widespread gift-package 
distribution. Ringed around the central package and 
resting on shredded green paper-excelsior, are eight 
other Kraft items, four jars and four in tight-wrapped 
cartons. Thus, each customer is introduced to nine of 
the company’s products, including one at least which 
was not available. 

Yet this did not limit the promotional possibilities 
which the company exploited in this promotion. Three 
small booklets, of interest to cheese users and of distinct 
advertising value, are included as “‘clinchers’’—it being 
felt that no better means of distribution than this might 
be found for such promotional literature and none more 
acceptable to the reader. One booklet discusses the 
differences between mayonnaise and salad dressing, a 
discussion reminiscent of Kraft’s recent advertising 
campaigns in promotion of both of the firm’s products. 
Since a jar of each is included in the assortment, it is 
felt that this package offers the housewife an ideal 
opportunity to make a fair comparison, 

Another of the booklets applies, in its theme, to the 
newly introduced casserolette package, being entitled 
Casserole Cookery with Cheese. Curiously, the third 
booklet deals with a product not represented in the 
assortment at all, Philadelphia Cream Cheese, the in- 
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tention no doubt being to provide an additional lead- 
ing string towards the retail store. The providing of 
such strings, by one means or another is an important 
point to observe in planning such super-packages, for 
it would be obviously undesirable for dealers to gain| 
the impression that the manufacturer was, even to a 
limited degree, attempting to compete with them in 
the retail field. The inclusion of features emphasizing 
the retailer-follow-up is thus advisable both for the 
major reason of creating steady customers and for the 
supplementary reason of continuing and enhancing 
dealer good-will. 

The question may be raised as to the applicability 
of such promotions to the purposes of the average com- 
pany. Limitations must, of course, be recognized—as, 
for instance, in the case of firms making only one or 
two items. Yet there are several hundred firms, at the} 
very least, which might profitably study the possibility! 
of this type of exploitation. The essentials, re-summar-| 
ized, include: First, a sizable body of employees, stock- 
holders, agents or salesmen; second, a line of general 
usefulness and suitability as gifts; third, a type of 
product that demands re-purchase and thus leads back 
to the retail dealer after the gift assortment is con- 
sumed. Within these limitations are to be found most 
of the major food, tobacco, liquor and candy processing 
firms and numerous others in several other consump- 
tion goods divisions. Credit: ‘To Welsh Paper Company 
for the Scotch plaid paper used as a covering for the 
boxes containing this assortment of products. 





Two and a half Million Nickels 


The sale of two and a half millions in ten months 
through 100 outlets without benefit of an advertising 
campaign of any kind is the record of the ‘Twistee Cup 
package for a 5-cent ice cream item. The cup is a 
development of The Paul Hawkins Company and has 
been to date marketed through the Good Humor Com- 
pany, an auxiliary, both of Los Angeles. 

The cup takes its name from the spiral effect of the 
package design and the novel method of unwinding 
the carton, the object being to unwind it as the ice 
cream is eaten. The cup is tubular in shape, approxi- 
mately 614 in. in length and 114 in. in diameter. The 
bottom is inserted 114 in. giving space for a pape 
napkin which is furnished with the cup by the manu- 
facturer. This is perhaps the first ice cream containe1 
ever sold with a napkin furnished. ‘The ice cream 
manufacturer using the cup purchases it outright in 
1,000 lots and is privileged to place any kind of good 
ice cream in it, the one condition being that the cream 
have a contrasting center to add to the appeal. 

The container is made of two thicknesses of pape 
tape spirally wound, the inner heavy paper and the 
outer thin paper. The seams do not coincide but over- 
lap. The point in unwrapping is to unwrap at the 
seam line of the heavy inner tape and the thin outer 
tape breaks at this edge. This basic principle is covered 
with patents. Sherbet cups are distinguished from ice 
cream cups by the color of wrapper and the printing. 

A special automatic machine has been perfected fon 
making the cups and another for filling. Seven years 
and $90,000 were spent in bringing the cup and the 
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WALDRON ROLLS 


JOHN WALDRON CORPORATION 
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In any make of roll, you buy just so many 
Service Hours. WALDRON Paper Rolls, because 
of their careful construction and conditioning, 
consistently stand up longer in service. In 
Utilization Cost they afford definite savings. 


Wain Office & Works ~NEW BRUNSWCK NJ. 
CHICAGO NEW YORK PORTLAND, ORE. 








]VER A CENTURY OF EXPERIENCE 


LDING PAPER CONVERTING MACHINES) 
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HELLER BOTTOM STITCHER 


BOX 
Manuiacturers 


Write for folder 
describing the 
tree loan o 
Heller Stitchers 
to your cus- 
tomers. 


@ One of America’s largest shippers 
is stitching 5040 cartons every 6% 
hours with the Heller No. 4 Stitcher 
— yet this machine costs less than 
any stitcher on the market. 


e@ Weighs only 100 pounds and is 
portable. 


@ There are over 30 Heller staplers 
for every fastening job. Send us 
samples of your work and we will 
return them stapled, with costs, etc. 


Excellent territories still available 
for representatives. 


ibis. 
Te ee. 


tr. HELLER c.. 
Slilchers Packer Fastener Slay 
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SAVE TIME—SAVE TAPE 
_ FASTER JOB 


DO A BETTER 






Three to forty-eight inches, or any 
length, of perfectly moistened tape \ 
at a turn of the wheel. A sturdy, on Y 
practically fool-proof machine. For 29-90 
2, 2!/5 or 3 inch width of standard _ 
tape rolls. No gauges to set... 
no stops to adjust .. . no buckling of tape. Guaranteed for 
two years against defects. Saves its low cost in a short time. 
For full details write— 


L. LINK and CO., Inc. 


149-151 Lafayette Street New York, N. Y. 


This machine fully auto- 
matic from start to finish 
will pack your 5¢ items 
in transparent bags with 
greater . efficiency and 
lower cost. Opens, fills, 
closes and delivers at a 
rate of 3000 per hour. 
With one attendant! 


Available with any type seal desired. Eyelet, wire stitch, 
heat seal, ete. 


Write today for further particulars 
JULIUS FRANK MACHINE WORKS 


1302 LARRABEE ST. CHICAGO, ILLINOIS 
Manufacturers of all types bag filling & sealing equipment 
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with the IMPROVED LINK | 
GUMMED TAPE DISPENSER. 


machines to perfection, states Paul Hawkins, president 
of the Paul Hawkins Company. Officials of the Good 
Humor Company accredit the success of the Twistee 
Cup to the striking design of the package, the con- 
venience in eating, the presence of the napkin for keep 
ing the hands clean while eating, and the two-color 
combination of the ice cream. 

A national campaign is now planned with the 
thought of national distribution. 


50°%% Sales Increase Through Displays 


(Continued from page 142) 

From the manufacturer’s point of view, such displays 
likewise have utilities far beyond the major function 
of making easy the sale of a single brush. ‘They serve, 
first of all, to induce the dealer to prominently display 
the name and trade-mark of the manufacturer—identi 
fications that extend to a line of paints as well as to 
brushes, but which (in the paint field) tend to be 
hidden in the back parts of stores. Secondly, they 
make possible the display of a large selection of brush 
sizes and types. Their wide use makes the sale of more 
than one brush to a customer far easier. It likewise 
makes easy the introduction of a new size or type of 
brush, should such a move be made now or later, in 
the manufacturer's plans. Finally, they make possible 
the sale and shipment of a complete assortment of 
brushes at a single time, in an economical container. 

It was for these—and possibly for other special rea- 
sons in some instances—that the entire field followed 
the Sherwin-Williams lead. But the followers did not 
all plan with equal clarity of thought. Some failed to 
observe or chose to ignore the fact that the original 
Sherwin-Williams display took up a minimum of coun- 
ter space. Thus, some displays began to reach dealers 
demanding far more space than their sales potentialities 
for the products warranted. 
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Others elaborated the construction of their displays, 
seeking to make them sturdier, more lasting and better 


looking in use. In this attempt they were undoubtedly is YOUR PACKAGE DOING THE 


well advised, for the original Sherwin-Williams display 9 
did not possess the fullest measure of durability, did SELLING JOB IT SHOULD a 


not look quite as good after a few months of hard 


usage in a dusty, busy store. But here again, good in- Does it make your product stand out from competition? 
tentions were not always matched by good results. Individually designed plastic containers lend real dis- 
Elaboration was in some cases carried so far that electric tinction to the products they package, and cannot be 
lights were introduced into the displays, making them, Gay CONOR Sp ESE Sees 

to all intents and purposes, permanent display fixtures, Does it add beauty and attractiveness to your product? 
and calling upon the dealer to pay for their continued Plastic molded containers have a rich, lustrous finish 


which defies abuse. And they can be had in almost 


use. It is doubtful whether such displays, having a high : : 
: : : endless variety of pleasing color. 


original cost, a high shipping weight and a high up- 
keep cost, can justify their overhead in brush sales— Does it add actual value to your product? 

even when all the other factors of trade-mark, good-will, pe 99 ne ee apap te have the om 
supplementary sales, etc., are taken into consideration. pe little - pestigner se a ee 

Finally, a number of displays reached the market, 

which had ignored the essential requirement of con- 
venience in use. There is little justification for a brush 
display that fails in its main purpose of making the 
brush easier to examine and to sell. As far as the 


Does it help to increase your unit of sale? 


People gladly buy more at a time to get the extra 
value of a plastic container. 


If your requirements indicate the use of plastics 
for packaging, you are invited to consult us. You will 


dealer is concerned—and the dealer always has the final find here the merchandising knowledge to interpret 

word—such displays are merely poor excuses for the your needs correctly; the experience with plastic ma- 

display of the manufacturer’s advertising trade-mark. terials to help you select the one best suited to your 
aL : 7 Saas Lees purpose; and the production facilities to meet the 
Thus when, recently, Sherwin-Williams returned to most exacting schedule. 


the problem of designing a brush display, it found the 
situation in the field much changed. The old eager CHICAGO MOLDED PRODUCTS 
acceptance of any display was gone. Dealers, they an- CORPORATION 
ticipated, would be more critical, more demanding. It 
is a unique tribute to the soundness of the design of 
the original display of 1933, that the new display bears 
many resemblances to the predecessor. Space saving 
on the counter is a major feature. The brushes stack 
handles-up when the display is shipped, stand handles- 
out when in use. And a colorful reproduction of the 
company’s name and trade-mark is included above and 
behind the merchandise without demanding additional 
counter space. Yet, the one objection that might have 
been leveled at the original display, has been overcome 
by a change from paperboard to lithographed metal 
sheeting and flat, bright-metal wire. 

“The new display,” writes C. M. Lemperly of the 
Sherwin-Williams Company, “was made by the Ameri- 
can Can Company as a development of our first con- 
struction of 1933. Regarding its effectiveness, our sales 
in the first three months of its use have been over fifty 
per cent greater than the total sales for this particular 
type of display package throughout the entire preceding 
fiscal year.” 

It should be remembered that the sales for earlier 
months were themselves higher than had obtained be- 
fore the original display was introduced and, hence, 
that present sales are running higher than already 
heightened sales. When it is considered that this new 
achievement has been made in the face of far stiffer 
competition—in the form of numerous other displays— 
than formerly obtained, it becomes obvious that brush 
displaying and, for that matter, most hardware display 
pays at a high rate. Provided, one should always re- 
member, that the display is made right from the dealer’s 
point of view. And that point of view cannot be judged 
by the standard that exists in any field other than the 








2142 Walnut St. Chicago, Ill. 















Pls Your Laket *“Atine’? 


—in other words, does it really sell goods? 
Get in line with the modern trend—give your 
products “Radiant” labels that have “Eye 
Appeal” and that sell at poir 
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Here in Baltimore we offer you the facilities 
of the most modern Label and Seal Plant ir 
America 
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in the creation of a “Radiant” label 
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better packaged brand! 


When tubes fail, most consumers switch their purchases to a 





Picture of a Customer 
Being Held... 





That is why far sighted manufacturers specify Peerless Tubes. 
They know that Peerless Tubes are made better; and then, to 
be doubly sure, subjected to severest inspection right in our own 
plant. Peerless Tubes won't develop faults, won't lose customers, 


won't bring back returned goods! 


SHAV 


Let us show you what we can do for your product. soap | 


PEERLESS TUBES PRESERVE AND 
OUTLAST THEIR CONTENTS 


2N REPRESENTATIVE, 401 SOUTHERN OHIO BANK BLDG., CINCINNATI, OHIO 
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HE’ is only one yardstick in 
Ri vorld that you should ap- 
ply to ontainers. Will they make 
your ; oduct easy and pleasant 
io use. - Will they make resales? 

Loo! at the hundreds of con- 
tainer changes that have been 
made - the last decade among 
the “best-sellers”. A few years 
ago cosmetic men maintained that 
the old-fashioned ointment pot 
was the only thing for them to 
yse. But Durez jars change that... 


TABLET CASE—This molded Durez tablet case 
prevents broken finger nails, has no sharp edges. 
It is flat, compact. Trade-marks are molded in. 


SHAVING BOWL— Molded of Durez this shaving 
soap bowl is light in weight and its surface lustre 
is unaffected by constant wetting. Three nibs 
prevent the soap from turning. 


SPECIAL CLOSURE—Merck & Co., Inc., use this 
specially designed long skirted cap on their car- 
bolic acid bottle. Will not corrode... keeps dirt 
from the pouring lip. 


THE MODERN 


Is Your Fast-Se 


Smothered - 
by an Outmoded 


Container? _ 


COMPACT — Molded of Durez in a variety of colors this 
powder compact is thin as a watch. Women like their 
light weight (34 oz.) and their scratch-proof finish. 


POWDER BOX—Bloomingdale’s sleek lustrous Durez 
powder box is sift-proof and prevents odor loss. Women 
like it better than paper boxes because it is perma- 
nently attractive. 


Se 6 
. Sera one 
She wet 
PER etAL. eee 


CREAM JAR—Armand’s Face Cream is packaged in 
this appealing Durez jar. Proof against cracking and 
warpage, the jar is light in weight and reduces Armand's 
mailing costs. 


and today Durez is revolutioniz- 
ing the packaging of powders, 
tablets, razors, belts, jewelry, 
tools, pipes, etc. 

Today sales successes are made 
by the packages that people like, 
and people like Durez containers 
because of their smart appear- 
ance, their permanent lustre, and 
light weight. For further informa- 
tion write General Plastics, Inc., 
122 Walck Road, North Tona- 
wanda, New York. 


LIP POMADE—Lever Bros. package their Lypsy! 
Stick in this handy Durez case. Tops are colored, 
and the shiny Durez surface finish is permanent. 


DOUBLE CLOSURE—Carter’s use two Durez molded 
caps on their new ink packages. The inner corrode- 
proof closure seals the package. .. The outer 
Durez cap complements design of the bottle. 


PIPE BOXES—Demuth & Co. uses this attractive 
box molded of brown Durez. The quality appear- 
ance of the package lends added sales appeal. 
Lid is cork-lined for cushioning. 
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